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During the month of May, rgo1, 


, THE PHILADELPHIA RECORD 


printed 1,52334 columns of advertising— 
511,980 Agate Lines. 
This is the largest amount of advertising ever carried by 
THE RECORD in one month, and is convincing evi- 
dence of its steady growth as one of the greatest adver- 
tising mediums in the country, 


b On the morning of its twenty-fourth birthday, June rst, 
a" THE RECORD printed 106% columns of advertising. 


By far the Largest Amount of Advertising Ever 
Carried by any Philadelphia Newspaper in One Day. 
This is obvious evidence of its value as an advertising medium 
which brings results, and of its standing as a great, progressive 
newspaper. 





The Sunday circulation is making marvelous strides, 
FIGURES: ! Sunday, June 9, 1901, . - . . §64,770 copies 
(Sunday, June 10, 1900,- + « « 151,350 copies 


GAIN, ...... . 13,419 








_ _ “Tue Recorp’ has made a great success of its enterprise, and deservedly so; for 
it is in many respects an ideal newspaper. /¢ is energetic,and never fails to secure 
all the news of the day, but it prints it in such a style as to make it unobjectionable— 
@ point worth noting in these days of sensational journalism. ‘The Record’ is 
always clean, bright, reliable and interesting. Its readers are not afraid to take it into 
their families, and they are always fully informed as to current events.”—From The 
Philadelphia Public Ledger, June 3, 1901. 
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A characteristic feature of 
American growth and development 
is the building of business through 
advertising. 

Weare advertising agents. We 
assist in building business through 
publicity. We offer knowledge 
and experience in planning, writing, 
illustrating, printing and placing 
copy for advertisers. 


Call on or write to 


GEORGE P. ROWELL @ CoO., 


ADVERTISING AGENTS, 
10 Spruce St., New York. 
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ADVERTISING TO PHYSI- 
CIANS 


[HE INTERESTING STORY OF HOW 
THE H. K. MULFORD COMPANY OF 
PHILADELPHIA SOLICITS ORDERS 
FROM THE DOCTORS OF MEDICINE— 
MEDIA EMPLOYED—IDEAS OF DIS- 
PLAY—READING NOTICES—LISTS— 
$100,000 SPENT—SOME  LITERA- 
TURE AT HAND. 

In telling the advertising tale of 
the H. K. Mulford Co., manufact- 
uring chemists, of Philadelphia, 
the reporter for Printers’ INK 
feels that if he were writing fic- 
tion, he would be straining the 
faith of his readers. It is true. 
When he called upon the head of 
the concern, at 412 to 420 South 
13th street, he expected—well, al- 
most any kind of a man but the 
man himself; that is, either a very, 
very old man, who had begun the 
building of the plant fifty years 
ago, and had had great good for- 
tune; or one who had inherited it, 
and represented the third or 
fourth generation. Mr. Mulford 
is a man scarcely turned forty, if 
appearances do not belie, but it 
will be impossible to convey the 
tremendous force of his personal- 
ity. Said he: 

“Fifteen years ago I began a re- 
tail drug business at 18th and 
Market streets, this city. Twelve 
years ago in a little back room on 
a second story, 12x15 feet, I form- 
ed the nucleus of to-day’s plant. 
That nucleus comprised me and 
one large-sized boy, and we had 
one single machine for manufact- 
uring 30,000 pastilles daily. I do 
not know how I can thoroughly 


inoculate you with the realization 
of present capacity. We build 
our own machinery, and that ma- 
chinery represents the highest 
type of accomplishment possible, 
for most of it all but talks. Our 
capacity for pastilles, only one 
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branch of the business, is to-day 
eight to nine million, some single 
machines turning out 450,000. Our 
day is nine hours. In a hasty re- 
view, I cannot even enumerate 
our enterprises, but will content 
myself by saying that in these lo- 
cal factories there are 650 hands. 
*We have sixty-five salesmen trav- 
eling all over the land. Among 
our other enterprises, we make 
our own boxes, our own glass- 
ware, our own dies for special 
designs, import our own drugs 
largely and do our own printing.” 

“IT suppose, however, not these 
elaborate brochures—this emboss- 
ing on—” 

“Indeed we do—every bit of it; 
for it is my principle and convic- 
tion that such control is the high- 
est type of mercantile economy. 
I practice the closest of economy 
upon everything except drugs; 
and there use none but absolutely 
the very best, price being second- 
ary to quality.” 

“And your growth?” 

‘The first three years were 
those of apprenticeship, conse- 
quently slow, yet I count them the 
most valuable of my business life. 
For during them I made a con- 
stant canvass of physicians and 
learned to know their needs.” 

“And the old conventional query 
—to what do you attribute your 
STICCESS 5 

“Before replying to that I'd like 
to interpose that every single year 
of the last nine, including 1893, 
generally accounted a bad _ one, 
witnessed a great stride forward, 
so that we have added building 
upon building, factories, labora- 
tories and farms. But as to the 
cause, Aside from the regular 
sine qua nouns, energy, attention, 
etc., I know of two. The fact 
that we have always charged and 
obtained prices for our goods that 
permitted us to secure the very 
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best of everything, and to employ 
superior talent. The second, that 
we have made all our employees 
feel that we regarded their inter- 


ests as identical with ours. We 


have established an esprit de corps 
that makes them all devoted to our 


Youve 
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anti-toxines, and at present a se- 
rum that cures pneumonia and an- 
other for diphtheria.” 


“You have no relations with 
consumers?” 
“None. We leave the laity 


alone, confining our efforts entire- 


that when other vaccines fail MULFORDS GLY- 
CERINIZED VACCINE yields 1QQ% takes in 


PROBABLY £ 


primary cases. 


The same difference in quality is 


true of MULFORD’S DIPHTHERIA ANTITOXIN. 

Every investigation proves that 
More Lives Are Saved by the Use of Mulford’s 
Antitoxin than by All Other Serums combined 


Specify ‘* Mulford 


Z¥7->- 
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interest; in fact, our progress is 
bound up in their well-being, and 
they know that we feel it to be a 
fact. The social life of the H. K. 
Mulford Company is not a fad or 
a passing whim, but a solid, sub- 
stantial, eternal fact in which I 
take as much interest and pride 
as does the youngest boy. Beside 
our baseball, bowling, other out- 
door and indoor functions, our 
Saturday afternoons are mostly 
spent at our farms, seven miles 
out. I can’t begin to tell you all, 
but in addition to the nine-hour 
day, we pay all of them for holi- 
days, and grant liberal vacations— 
with pay—to a large proportion. 
“And, from the lowest point of 
view, it pays. The making of 
money is not all there is in busi- 
ness. It is a pleasure for me to 
see this enterprise growing under 
my hand, to see it develop; but 
not less so to feel that I am mak- 
ing an ever-increasing host happy. 
3ut the greatest incentive has 
been from the beginning, that I 
am actually saving life, and in- 
creasing the years of mankind.” 
‘What are your main products? 
“Pharmaceutical vaccines and 
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and secure BEST results. 


Complete Literature mailed upon request 


H.K.MULFORD COMPANY 
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ly to physicians, it being our pol- 
icy—and never lost sight of—to 
prepare medicines to be used un- 
der a doctor’s direction.” 

“You began advertising?” 

“Nine years ago, using space 
very charily, as was natural un- 
der the circumstances. Our first 
medium was the Philadelphia 
Medical World. We took a half- 
page, advertising an emergency 
medicine case for $3. It was ac- 
tually worth $5, you see we 
were making a bold bid. The re- 
sults were all that we dared hope 
for, and everywhere that one of 
those cases went suitable and suf 
ficient literature accompanied it 
So, too, our salesmen were in- 
structed to follow up closely, and 
they saw to it that when supplies 
for the case had to be renewed. 
those supplies were ours. We sold 
3,000 of those cases during that 
first vear, and out of them we re- 
tained 2,000 steady customers. 

“After three months we began 
to use more mediums, and started 
a regular series of ads. Even then 
we aimed to change copy with 
every issue. And very early in 
our career as advertisers we learn- 


so 
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ed that it was risky business to 
trust our ad to be set up by the 
medium selected, and so we fur- 
nished electrotypes, even though 
it seemed like ,an expense. 

“And then?’ 

“Well, the advertising story 
from that day to this has simply 
been development. We = early 
shaped our modus operandi. We 
never introduce a preparation to 
physicians until the goods can be 


secured by them in their own 
neighborhood. Our system of fol- 
lowing up, in all instances, in- 


cludes personal letters and neatly 
designed cards. These are gener- 
ally duplicates of our ads in the 
journals, and on the cards we ad- 
vise the physician where he can 
most readily find the goods. This 
course of ours, therefore, is, first, 
the establishment of our agents; 
secondly, the sending of the goods 
to them, and thirdly, the canvass- 
ing of physicians. 

“Our mediums at present in- 


clude the Philadelphia Journal of 
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National Doctor, Western Doctor, 
American Druggist, Pharmaceuti- 
cal Era and fully fifty more. We 
have been in about every publica- 
tion of this kind that exists, at one 
time or another. In addition to 
this, I wish to add that we have 
three full pages in the recently 
started American Medicine. I 
want to say, too, that for several 
good reasons I approve of that 
publication, trusting to always fa- 
vor it, because, among other 
things, to use its own expression, 
it is ‘established, owned and con- 
trolled by the medical profession,’ 
and I believe in that sort of inde- 
pendence.” 

“What space do you reserve?” 

“Usually a half-page to a page. 
It is our policy to increase to the 
latter in all the good ones.” 

“No other classes of publica- 
tions?” 

“No. No others would do us 
any good. As for the organs 
which continually canvass us, we 
keep out of all, as being the only 









100 Of of Successful Vaccina- 
0 tions Guaranteed 
Supplied in a 


for expelling lymph from capillary tube and 10 tubes of 
Giycerinized Vaccine, 4/-. 


ALLEN & HANBURYS, Ltd. 


a — ny Plough Court, Lombard St, London, EC. 


nena upon request. Supplied by reliable druggists, 
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American Medical Association, 
with which we began; Philadel- 
phia Medical Journal, Medical Re- 
cord, Medical Standard, Medical 
Summary, Boston Medical Stand- 
ard, Pediatrics, Maryland Medical 
Journal, New England Doctor, 


safe plan. We never give ads to 
charitable institutions either, much 
preferring to give them, as we do, 
donations in cash or the equiva- 


lent. I’m going to let you air one 
grievance I feel in common with 
most other advertisers against 
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most of the older papers. Ameri- 
can Medicine is taking the right 
step in not obliging advertisers to 
take space in every issue. Now, 
here am I advertising in many of 
them at present, when it does me 
no good. I’d be glad to double or 


f~ 


“Have you not a special kind of 
literature for dentists?” 

“We will have, but we have not 
yet reached them or veterinarians.’ 
your advertising outlay 
large, Mr. Multord?” 

“Last year it was $100,000 full ; 


“Is 
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Reported TO AMERICAN MEDICAL ASSOCIATION 
BY CHAIRMAN OF SECTION ON PEDIATRICS ***: 


\S= Cases treated with Mulford's 
Diphtheria Antitoxin 6325 


Cases treated with all other American 
and foreign Serums 
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MORTALITY 4.11 PER CENT 


MORTALITY 


SPECIFY MULFORD'S AND SECURE BEST RESULTS 





More Lives are Saved by the use of Mulford’s 
Antitoxin than by all other serums combined 


Complete literature mailed upon request. 
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treble my space during the season 
and thus give them more in the 
end, but they force me to go into 
all issues alike, or to stay out al- 
together. A change will come!” 

“Yon like display?” 

“Believe in it thoroughly. The 
judicious use of black and white, 
and saying not too much, I think 
most effective.” 

“And about reading notices?” 

“T believe those that are bought 
are dearly paid for as a rule. And 
as for the rest, most readers sus- 
pect that they are bought.” 

“You circularize to lists?” 

“Very freely. We obtain our 
from our salesmen, and 
names so obtained and inquirers 

re thrown into one category. 
Fvery name on the list is subject- 
el to a rigid commercial inquiry. 
If not good it is thrown out, and 
we save our postage. If all right, 
we send the name’s owner our lit- 
erature freely. Our lists are di 
vided into four classifications 
physicians, druggists, hospitals 
and boards of health. Then the 
doctors are also specialized, as 
gynecologists, oculists, obstetri 
cians, etc,” 


li 


ists 
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this year it will be much more. 
We expended $36,000 for postage ; 
$15,000 for our ads in medical 
journals; $50,000 plus for bro 
chures, etc. This year’s postage 
alone will exceed $50,000.” 

“The picture of a_ keystone 
which you use as a label—I pre 
sume your trade-mark—is very 
effective?” 

“We think it is, and use it 
wherever we can. In the future | 
shall see that it goes on every one 
of our ads. But you are mistaken 
It is not our trade-mark, nor do 
we intend making it one. Any 
body may use it. But I believe 
that even if some one else used it 
so thoroughly are we _ identified 
with it that it would be a good 
thing for us. And though I be 
lieve the world is getting better. 
[ do not believe it so good vet that 
we'll find anybody else who will 
be willing to advertise us at his 
own expense. Do you?” 

Among the literature 
issued by the concern, all of su 
perior elegance, and printed on 
its own presses. is its catalogue 
The “keystone” is prominently 
displayed on the cover, embossed 


which i 


=< 
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This catalogue, about 434 x 6% 
inches, contains 273 pages, and is 
rg oe gg with numerous cuts, 
» back of the cardboard covers 
pi 2c the home offices, the Chi- 
cago branch and the vharmaceuti- 
cal, vaccine and other laboratories. 
The cuts are all superior, many of 
them printed in colors, and as the 
paper is a high-gloss wood-cut, 
they show up to advantage. The 
letter-press, too, is superior, clear 
and well-defined, the effect a very 
pleasing one—a striking contrast 
to most of the current literature of 
this class. Expense seems not to 
have been spared in the get-up. 
This is in accord with Mr. Mul- 
ford’s policy throughout. On 
looking through the catalogue, one 
is impressed with the range and 
variety of wares manufactured. 
Especial care is taken to impress 
the reader with the fact that not 
only has the H. K. Mulford Co. 
adopted its own “‘system of stand- 
ardization,” but that, to quote 
their words, “discriminating phy- 
sicians everywhere state that Mul- 
ford’s pharmaceutical preparations 
are the most uniform and reliable 
on the market.” 
A green-covered brochure, with 
«a novel flap lapping over the front, 
hears the technical title, “A New 
Synthetic.” This contains only 
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four pages, but the letter-press is 
a model of neatness. A more elab- 
orate one, bearing ° its covers 
the remark, “Fourth Edition,” has 
a decorative design on pea-green. 
The type, green on white, is very 
effective, and this is heightened 
by the use of six, eight and four- 
teen-point—nonpareil, brevier and 
English — discriminately. There 
are no borders, and the pages are 

14x74 inches in size. Its twen- 
She pages deal with ‘Scientific 
Therapeutics.’ 

Altogether the literature sent 
out by the company must not only 
impress all with the immensity, 
enterprise and progressive spirit 
of the concern, but must enforce 
also recognition of the good taste. 

J. W. ScHWaARTz. 
tee - 
THE ADMAN’S LUCK. 

The advertising man’s work cannot 
be hidden. It speaks from the dead 
walls, from the pages of the daily, 
weekly and monthly papers, from the 
millions of copies of printed things. 
rhat is why so many of our greatest 
advertising men have so quickly grad- 
uated from an obscure country store 
to the direction of gre at appropriations. 
A good clerk must “blow his own 
horn”; a good bookkeeper, no matter 
how expert, must seek his employer; 
the best stenographer must seek the 
position. The advertising man’s work 
speaks for itself, and nothing so quick 
ly provokes inquiry as good advertising. 
Elmo Lewis (Bo oklet). 
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EFFECTIVE READING 
NOTICES. 
By Sam E. Whitmire. 

Walter Baker & Co. and F. A. 
Stuart Co. are two American ad- 
vertisers who are liberal users of 
paid reading notices in daily news- 
papers. 

Walter Baker & Co. have con- 
tracted with many daily newspa- 
pers to run a recipe in which their 
chocolate is mentioned, immedi- 
ately following the regular recipes 
printed from day to day by these 
newspapers. Nearly every paper 
has a department known as “Our 
Household Column,” “Valuable 
Recipes,” “Helpful Hints” and 
the like, and in this department 
women are told how to prepare 
various dishes for the table. The 
Baker recipe comes along with the 





CHOCOLATE GINGERBREAD. 
Miss Maria Parloa. 

(In following this recipe use new-pro- 
cess flour.) 

Mix in a large bowl one cupful of 
molasses, half a cupful of sour milk or 
cream, one teaspoonful of ginger, one 
of cinnamon, half a teaspoonful of salt. 
Dissolve one teaspoonful of soda in a 
teaspoonful of cold water; add this and 
two tablespoonfuls of melted butter to 
the mixture. Now stir in two cupfuls 
of sifted flour, and finally add two 
ounces of Walter Baker & Co.’s choco- 
late and one tablespoonful of butter, 
melced together. Pour the mixture into 
three well buttered, deep tin plates, and 
bake in a moderately hot oven for 
about twenty minutes. 


others, set in the same style, and 
as Miss Maria Parloa, an author- 
ity on good cooking, has been em- 
ployed to write the Baker recipes, 
they naturally command the atten- 


tion of many good cooks and 
housewives. I saw a scrap-book 
the other day which contained 


forty-two of the Baker recipes. I 
asked where they were clipped 
from and the lady who had made 
the collection told me she got one 
every day out of the Brooklyn 
Standard-Union, and that she 
prized the recipes very highly. 
These recipes had caused her to 
begin using Baker’s chocolate, 
with which she seemed delighted. 
If the plan worked in this home 
it ts natural to suppose that it 
worked in many more homes. and 
if it did direct the attention of a 


INK. 
good many housewives to the 
Baker goods, then this sort of 


reading notices must be good ad 
vertising. 

F. A. Stuart Co., of Marshall, 
Mich., have their notices written 
in editorial style, using the famil- 
iar “we,” set just like the news- 
paper editorials and as frequently 
as possible the contract calls for 
insertion on the editorial page. A 
recent notice from the Stuart Co. 
was headed “Theories About 
Food.”” It occupied a half column 
and gave some interesting facts 
on the subject. This extract was 
taken from this article: 

Mr. Julius Remmson on this subject 


says: Nervous persons, people run 
down in health and of low vitality 
should eat meat and plenty of it. If 


the digestion is too feeble at first it 
may be easily corrected by the regular 
use of Stuart’s Dyspepsia Tablets after 
each meal. Two of these excellent tab- 
lets taken after dinner will digest sev- 
eral thousand grains of meat, eggs or 
other animal food in three hours, and 
no matter how weak the stomach may 
be, no trouble will be experienced if a 
regular practice is made of using Stu- 


art’s Dyspepsia Tablets, because they 
supply the pepsin and diastase neces- 
sary to perfect digestion, and every 
form of indigestion will be overcome 


by their use. 
_ Such matter is interesting read- 
ing. I have quite a collection of 
the Stuart reading notices and 
they are all written in a way that 
makes them interesting. R 

; eels 
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“Dip 
Silas?” 

“No, siree! Them bunko men took me 
fer one of them advertisin’ fellers an’ 
never come near me.” 5 (11.) 
American, 


you get bunkoed this time, 


Chicago 
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Take a Good-Sized 


Prosperous American City 


Such, at a random selection, as 
Minneapolis, or Indianapolis, 
or Springfield, Massachusetts, or 
Syracuse, New York; select 
those streets where the well-to-do, 
intelligent people live—folks 
whoare substantial and own their 
homes——who represent the best 
of American domesticity, and in 
nearly every one of those homes 
you will find a woman who is 
a subscriber to Tue Lapis’ 
Home Journat. And there 


are 900,000 of these instances. 


The Curtis Publishing Company 
Philadelphia 
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CHASING UP IMMIGRANTS. 
By Frank A. Heywood. 

The Seaboard Air Line is the 
leader in hustling for settlers. The 
immigration department is in 
charge of John T. Patrick, a lead- 
er in Southern development for 
the past quarter century, assisted 
by Joseph Strang, who rode on top 
of the Southern California boom. 
The printed matter these men send 
out annually runs into the hun- 
dreds of tons. The schemes which 
they invent to attract settlers are 
numberless. They publish a 
monthly paper, of which 50,000 
copies are sent regularly to peo- 
ple in the North and West. They 
issue a new booklet at frequent in- 
tervals, copies of which are sent 
to the same people. Readers and 
short display ads are run in all of 
the farm papers and many coun 
try weeklies. Miniature cotton 
bales, cotton-seed with directions 
how to make it grow in the North- 
ern kitchen, rabbit feet. pine cones, 
paper knives made from the long 
leaf pine, and orange grafts and 
slips are among the novelties Pat- 
rick and Strang send to the hoped- 
for settler, every packet being ac- 
companied by a piece of literature 
describing the advantages of hav- 
ing a home and a farm on the Sea- 
board Air Line. The Seaboard 
gets a great deal of free advertis- 
ing from the fact that the Patrick 
and Strang department runs an 
enormous circulating library, con- 
ducts a number of experimental 
farms, and lets out breeding ani- 
mals free to the farmers. 


NEW YORK NEWS—ITS_ EARN 
INGS AND DIVIDENDS. 
The New York News makes a public 


announcement of its affairs. 





For four years the paper has not 
paid as large a dividend as that paid 
for 1900. The year 1896 showed pro 
fits $79,780.46; 1897, $82,972.74; 1898, 





$65,062 " 
The dividend for 1808 was only 
9, making $170 per share. 
In 1899 the profits were 
Sixty-six thousand irs of this was 
divided, making the dividend for 1899 
$220 per share. 
Mrs. Benjamin Wood took control 
end active management in March, 
remained for the year 
net profit of $93,919.24; $72,000 of this 
ivi among the shareholders 
dividend f 1900 $240 per 


The Daily News is not for sale. 


$51, 


$73,812.66. 








1900 


1900 a 
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A FACE ON A CORSET. 


The several actions for libel re- 
cently brought by young women 
against newspaper publishers and 
manufacturers, for publishing 
their pictures without their con- 
sent, are made the subject of the 





observations that follow by the 
Rochester (N. Y.) Herald: 

If the public had a thorough know- 
ledge of the unscrupulousness which is 
carried into the business of photog 
raphy by a certain class who practice 
that commercial art, there would be 
wider sympathy with those who go into 
the courts once in a while to protect 
their faces from profanation by adver 


tisers, or from being exploited for sen 
sational, if not positively immoral, pur 


Dp 
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< others. 
It is not only 
face may be 


*s by 
that a 
used to 


woman's 


attention 


young 
attract 





to a certain brand of flour, without her 
knowledge or consent, but she may 
awake some fine morning to discover 
her head posed on a partially nude 
figure in a corset or underwear adver 
tisement which are so numerous in the 


magazines of 
Surely th 
willing to be 


the day. 
re are professionals enough 
so exploited without put 





ting the advertiser to the necessity of 
stealing a modest woman's portrait and 
ising it to decorate public places. 

A Virginia girl is suing a New York 
corset inanufacturer for using her por 


trait with the partially nude body of a 













ale figure designed to show off his 

res to the best advantage, and a few 

go a cheap magazine in the 

was enjoined from circulat 

certain number hecause it con 
Fost] ¢ 


portrait of a virtuous 
rl affixed to a 
clothed in the costt 














was ot a 
ballet dancer 

‘he gene public is unsophisticated 
enough to little or no cause for 
complaint in some of these libertie 
taken with a woman’s face, but if. it 
werc better acquainted with the unde 
current of illustrated literature whi 
the law has banned, but which circu- 
lates in despite, it would realize the 
necessity of stamping out anything 
which bears the least resemblance t 


this incuiry. 

No reputable photogranher. of course, 
lends himself to the production of these 
disgraceful hybrids, but photography 
unfortunately, is not the exclusive pos 
session of honest men. 


NEWARK’S BILLBOARDS 
There are nearly ten miles of bill 
boards nine feet four inches high in 





this city. The billposters’ unit meas 
urement is a sheet which is twenty 
eight inches high and forty-two inches 
vide. The billboards in Newark will 
hold 60,000 sheets. If the latter con 


tained printed matter in agate type (the 
ie 


kind used to print the Call's lodge and 
secret society notices) they would hold 
just about 3.006.574.0902 words Nez 


ark (N. J.) Sunday Call. 
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GROWTH OF THE 





CLEVELAND 
SUNDAY PLAIN DEALER. 

HE SUNDAY PLAIN DEALER long ago 

outclassed all its rivals in size, quality, cir- 

culation and advertising patronage. Dur- 

even more remarkable strides than in the past. The 
following figures of SuNDay PLAIN DEALER circula- 

tion from the first issue in January to date prove the 


ing the early weeks of 1901 it has made 
truth of this statement: 


Sunday, January 6, . . 37,926 
Sunday, January 13, .. 37,744 
Sunday, January 20, . . 38,058 
Sunday, January 27, . . 38,393 
Sunday, February 3, . . 39,211 
Sunday, February 10, . . 39,308 
Sunday, February 17, . . 39,511 
Sunday, February 24, . . 40,074 
Sunday, March 3, . . 39,839 
Sunday, March 10, .. . 40,158 
Sunday, March 17, .. . 40,046 
Sunday, March 31, .. . 40,692 
Sunday, April 7,... . 41,401 
Sunday, April 14, <i * % 41,953 
Sunday, April 21,. . . . 42,188 
Sunday, April 29,. . . . 438,358 


The issue of last Sunday was 5,432 copies over 
the first Sunday in January. The Sunpay PLaIN 
DEALER now has a regular circulation considerably 
over double that of any other Sunday newspaper in 
Cleveland. The PLAIN DEALER’s press room is 
always open to the public, and the fullest opportu- 
nity is given advertisers to examine all books, 
records, white paper accounts and cash receipts 
covering every detail of circulation, both of daily 
and Sunday editions. 


—Plain Dealer Editorial, April 3o0in. 
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BERNHARDT’S APPRECIA- 
TION 


As anexample of the manner in 
which certificates of merit and ap- 
preciation of proprietary and oth- 
er- articles are occasionally dis- 
pensed by men and women in pub- 
lic life, the story published by the 
Philadelphia North American of 
June 7, telling how Madame Bern- 
hardt’s reputed agent offered to 
sell a chocolate maker a letter of 
recommendation of his goods, is 
interesting. Prior to Bernhardt’s 
appearance in Philadelphia last 
winter the manufacturer received 
the following letter from the 
agent: 

Would a letter 
Bernhardt (the great French actress) 
recommending your chocolate be of 
value to you in your business? If so, 
kindly let me hear from you as soon as 
pessible, and I will send all particulars. 

The manufacturer was interest- 
ed, wrote for particulars, and got 
this reply: 


from Mme. Sarah 


ours of the 27th is duly to hand 
and contents noted. In reply I would 
state that the price of a letter from 


Mme. Bernhardt, signed by herself and 
written on her own paper with her coat- 
of-arms, will be $150. The letter you 


could have reproduced by electrotype, 
and it could be used by you in any 
publication. 


We are also publishing a very hand 
some book, the life of Sarah Bernhardt, 
in which are beautiful illustrations of 
her in her different characters. This 
book will be sold in all the theaters 
throughout the Bernhardt-Coquelin tour. 


The publisher guarantees a sale of at 
least 10,000 copies. It will be sold as 
a souvenir at fifty cents a copy, and 
would be an ornament in any parlor. 
Should you desire to have a letter and 
a page of advertisement in the book 
(the size of page being 83x11) it 


would cost you $200. Your advertise- 


ment would appear in every edition 
published. 

Should you decide on either way, 
then kindly send me a resume of what 
you would like to have in the letter, 
and state if you would prefer it in 
English or French. Also send ime a 


nice sample box of your chocolates to 


forward to Mme. Bernhardt, so that 
she can sample them. Have them very 
nicely done up. 

This letter satisfied the Phila- 
delphia man’s desire for know- 
ledge and he decided to let the 


But the agent was 
offer- 
and trade 
This is the 


matter drop. 


persistent and wrote again, 
ing to procure the letter 
it out in chocolates. 
letter : 

The box of chocolates you 


were kind 
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enough to give me when I had the plea- 
sure of seeing you last Saturday were 
so good that | am going to mé ike you a 
little proposition, which is, that if you 
will provide me with about $50 worth 
of your fancy chocolates I will get you 


a nice letter when I see Mme. Bern- 
hardt in New Orleans about the 4th of 
March. I am confident that when I 
take her some chocolates she will be 
greatly pleased with them, as she is 
very fond of bonbons. Should you 
care to do this, I should like a nicely 


gotten up box of four or five pounds to 


take to her, to be here by the end of 
the month. 
After this the correspondence 


ceased and the exchange was not 
made. 
‘nie : 
THE FLAW HE SEES. 
Writes a Little Schoolmaster corre- 
spondent: Verily, an euphonic, mean- 
ingful name is more to be desired than 
purple and fine linen. The Flame 
Proof Co. is spending money to adver- 
tise a five-cent cake of laundry wax 
in the New York street cars. Their 
cards are neat and easily comprehend- 
ed at a glance, yet the article itself la- 
bors under the disadvantage of such a 
name as “ Pr. C. Wee.” 5 is not 
likely that many of the people who see 
the ad daily can repeat this abracadab- 
ra, while it is probable that the aver- 
age woman would accept a cake of 
“X. Y. Z. Wax” from any clerk who 
assured her that it was “just as good 
and more so.” This big little item 
seems to be the only flaw in a very able 
bit of advertising. 


THE woman aie hesitates at an auc- 
tion sale sometiones wins by losing. 
NEW USE FOR THE 
FISHERMEN 


PARIS 











trick just 
The patient 
Seine on both sides 


advertising 


Here is 
sprung on the Paris public. 


an 


anglers who dot the 
from Charenton to Auteuil, fishing long 
hours in all weathers, are famous all the 
world over. But their virtue has hither- 
to been, it appears, its own reward. 
The fish are coy, and the fishermen’s 
undaunted persistence has been gene rally 
void of gain. Now they will make pro- 
fit of their pastime. The up-to-date 
trader who has placarded their backs 
with instructive documents has solved 
the problem of the sandwichman. The 
Seine-side anglers are the ideal; no temp- 
tation will drive them from their post, 
and Paris is amused at the new decora- 
tive feature along the river banks.— 
Chicago il.) Record-Herald, 
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School and College 
Advertising 








“ The Kansas City Yourna/ is one of the few daily newspapers to which educa- 
tional advertisers seem to stick close. For two summers this daily has carried 
double the amount of educa‘ional advertising of any newspaper west of Chicago. 
The Yournal claims a bona fide daily and Sunday circulation of 50,000; also a 
weekly circulation guaranteed to exceed 115,000." —F rom editorial in “ Printers’ 
Ink,” The Little Schoolmaster in the Art of Advertising, April 10, 1901. 








| and College Announcements. 
ae This class of advertising is no experiment in THE JouRNAL ; it pays. 

To reach the educated people who have sons and daughters to send to 
school the columns of THe JoURNAL are indispensable; you can reach them in no 
surer or more effective manner. 

A partial list of schools and colleges advertising successfully in Tork JouRNAL 
is asf eas University of Kansas, Lawrence; Miss Barstow’s School, Kansas City; 
Ladies’ College, Liberty Mo.; Frances Shimer Academy, Mt. Carroll, Ill.; Synod- 
ical College, Fulton, Mo.; Tarkio College, Tarkio, Mo.; Missouri Military Academy, 
Mexico, Mo.; Washburn College, Topeka, Kan.; Drake University, Des Moines, 
Ia.; Hardin College, Mexico, Mo.; Harnsby Hall, Bunker Hill, Ill.; William Jewell 
College, Liberty, Mo.; Kansas City University, Kansas City; Miss Elizabeth L. 
Kawes, New York; Christian College, Columbia, Mo.; Humboldt College, Hum- 
boldt, Ia.; Albany Female College, Albany, N. Y.; Austin School, Salina, Kan.; 
Baker University, Baldwin, Kan.; on Bigelow’s School, Kansas City; Miss Chen- 
oweth’s School, Washington, D.C.; Dillenbeck School of Oratory, Kansas City; 
Drury College, ‘Springfield, Mo.; Nhccans College, Wichita, Kan.; School of Fine 
Arts, Kansas City; School of Law, Kansas City; Lewis Academy, Wichita, Kan.; 
Mt. Barbara Military School, Salina, Kan.; St. Mary’s College, St. Mary’s Kan.; 
Todd Seminary, Woodstock, Ill.; University Military Academy, Columbia, Mo.; 
Bethany College, Lindsborg, Kan.; Miss Annie Brown, New York; Kansas State 
Samal, Emporia, Kan.; Cottey C “ollege, Nevada, Mo.; ixemper Military Academy, 
3oonville, Mo.; Wentworth Military Academy, Lexington, Mo.; School of Tele- 
graphy, Salina, Kan.; Topeka Business College, Topeka, Kan.; Union Business 
College, Quincy, Ill.; Wichita Commercial College, Wichita, Kan.; Spaulding’s 
Commercial College, Kansas City; Brown’s Business College, Kansas City; Kansas 
City Business University, Kansas City; Blees Military Academy, Macon, Mo.; St. 
John Military School, Salina, Kan., etc., etc. 

Tue Journat is the only newspaper west of St. Louis to devote a department to 
School and College News; this news is published every Monday during the entire 
year and every educational institution in the country is cordially invited to use its 
columns freely. The special page of college advertising this summer will appear on 
on the following Mondays, fourteen in all: June 17th and 24th; July rst, 8th, 15th, 
22d, 29th; August sth, r2th, 19, 26; September 2d, gth, 15th. There will also bea 
special column every day. The advertising rate, Daily or Sunday, is 10c. an agate 
line per insertion, or $1.40 per inch, there being 14 agate lines to the inch. Adver- 
tisements of 7 lines (% inch, will be accepted. 


Ti IS summer, as usual, THe JourRNAL will make a special feature of School 











THe Kansas Ciry Journat, 


Kansas City, Mo. 
R. R. WHITMAN, Advertising Manager. 
THE J. E. VAN DOREN SPECIAL AGENCY, Publishers’ Direct Representatives, 


407-11 Temple Court, New York. 1104-5 Boyce Building, Chicago. 
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DENTAL ADVERTISING IN 
GRAND RAPIDS. 

By F. M. Holmes. 

The American Dental Co. is lo- 
cated on the fifth floor of the 


Wonderly Building in Grand Rap- 
ids. Dr. G. A. Crawford the 
manager in charge, and the writer 
found him a very genial gentle- 
man, busy at work, but nothing 
loth to a few minutes’ chat. 
i understand that you have 
2 very successful in your prac- 


is 
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= PUBLIC NOTICE 


IMPORTANT! 
WHOSE TEETH ARE THESE? 


FOUND — On Monroe street last night, a 
Owner can have property by 
identifying the same and paying for this ad, 





set of teeth. 





Call at 


mept—Why Is It? 


First, the teeth do not fit the mouth; second, 
worn in the pocket, instead of the mouth; third, 
made by unreliable and unskilled dentists. 


WE WARRAN 


swallowing them. 
keep them im THEY FIT! 
are here to help tne general public. 


AMERICAN DENTAL C0. 


ry haeenrumaramatanennngepe 





= Wonderly Bldg—T ake Eievator—Raoms 74-75-76-77-78—Bell Phone 11 


AANBBARARARAAARARAR AAA BAR 


A MICHIGAN IDEA, 


tice since locating here, doctor. 
Would you mind telling how you 
have brought it about so rapidly?” 
was asked. 

“Advertising has done it—en- 
tirely,” was the reply. “I want 
to tell you when a man locates on 
the fifth or sixth floor and hangs 
out his, little sign and waits for 
practice, he will be a good old 
man by the time he has built it 
up. It didn’t use to be so, but it 
is nowadays. - 

“We located here about two 
years ago; the first thing that we 
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We Have Seen Such an Advertise- 


Our $5 and $8 Sets, that we 
are offering this month, to fit. 


We tie no strings to our Plates to prevent you from 
We do not use Spaulding’s Glue to 
We afe here to stay. 


GRAND 





INK. 


with 
the three newspapers cf the city 


did was to make contracts 
for a year of daily advertising. 

“Did we get results? Well, yes; 
our first month’s business was 
$600, but it made our hearts ache 
to pay the advertising bills. We 
paid probably $200 the first month 
to the newspapers. 

“We kept it up for a year— 
every day. We never used 
than one inch, and on Sunday 
would use a quarter page. 

‘At first we used prices strong- 
ly, but gradually got 
away from that style. 
This kind of adver- 
tising brought us a 
great deal of cheap 
work which did not 
pay a large profit, 
but it also brought 
other better grade 
work along with it 
which has stayed with 
us. 

“We aimed to make 
our advertising timely 


les 5 
we 


ITS: 











and to keep it in 
touch with current 
events. 
they are ‘The Herald, pub- 
they were lished in the morning, 


gave us the best 
sults. We took 
cial pains to ascertain 
what led our custom 
ers to our office. Of 
ten they would come 
in bringing the clip- 


re 
spe 


We 


BAPIDS, > - 79 » 
es cad ped ad with them. 
We used some 
other advertising, but 
the newspapers were 


our main dependence 
and showed the best 
results in all cases. 

“We received many  compli- 
ments on our advertising, but I 
must confess that I am not en- 
titled to any of the credit—my 
wife wrote all the copy,” and the 
doctor took from his desk the, 
photo of as bright a little woman 
as one often sees. 

“Ethics? Of course I 
withdraw from the Dentists’ 
tective Association, but, do you 
know, I saw the other day the 
page ad of an officer of that very 


same association ? 


had to 
Pro- 
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ITHE ROAD 
«TO WEALTH 





OR the manufacturer, or advertiser 
generally, lies in creating a demand 


for his product. Some look for cus- 





tom in the homes of the rich. The 
vast majority seek the wage-earner, the middle 
class. It is easy for the family of wealth to create 
an environment of their own, which, to a certain 
extent, renders them inaccessible to the ordinary 
advertiser. The middle class, on the other hand, 
have no such opportunity and are comparatively 
easy to reach. The street cars are their coaches— 
they ride in them constantly. The influence ex- 
erted upon them by the street car advertisement is 
a force to be reckoned with. Their interest in the 
commodity advertised is greater than that of the 
well-to-do. Theirs is the trade the advertiser wants. 
These facts must be recognized in any broad 
scheme of advertising. Careful consideration of 
them will bring advertisers to the same conclusion. 
As a matter of dollars and cents we venture to say 
that no advertising, cost and results considered, 
will pay as well as street car advertising properly 
conducted. And “properly conducted” defines our 
system exactly. We have the right cars in the 
right cities and a reputation for bringing profits 


to our customers. Particulars gratis. 


GEORGE HISSAM @ CoO., 
253 Broadway, New York. 
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HOW ADS ARE FORGOTTEN. 
Cabell Trueman. 


The other day I received a sam- 
ple copy of a publication that had 
been in existence for years, but 
which I had never seen before. I 
read it carefully and with interest, 
and immediately decided to sub- 
scribe for it, and I almost felt like 
writing the publisher that he 
ought to send out more sample 
copies to advertise the magazine 
in some way, so as to put a copy 
of it into the hands of others who, 
like me, wanted it. Then I laid 
the journal on top of my roll-top 
desk, and went out to lunch. In 
the course of business during the 
day some other papers found their 
way to the desk top, and yester- 
day, about two months since I re- 
ceived the publication I valued so 
highly, the desk top got a cleaning 
up, and the paper came before my 
eyes for the second time. 

Now, in all probability, if one 
of my stenographers had seen it 
and taken a fancy to it or carried 
it home because it had pretty pic- 
tures in it, I would never have 
thought about it again, unless I 
had accidentally run across the 
name as I did in the first place— 
as a credit line to an article copied 
from it by another publication— 
and I would never have sub- 
scribed. 

All this talk applies with like 
force to advertising anything. To 
reap the entire yield the field must 
be gone over more than once, 
twice, thrice, more: 

One ad if interesting will be 
read. “‘That’s just what I want; 
I'll order that,” the reader thinks. 
Just then the dinner bell rings, or 
the baby falls down stairs, or a 
customer comes in, the paper is 
laid aside, the ad forgotten, and 
the sale of the article advertised 
is lost—if the ad is not repeated 
or seen again. 

Often an ad is read and passed 
over because it doesn’t happen to 
strike'the right chord in the read- 
er’s mind. It doesn’t appeal to 
him. The next ad about the same 
thing, worded differently, may. Or 
the reader mav be in a bad humor 
when the ad first came to his no- 
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tice. 


By the time he sees it again, 
the skies may have cleared. 

And there are doubtless others 
who doubt the value of authen- 
ticity of the goods advertised, but 


after seeing the ad _ repeatedly, 
they begin to think that the article 
must have merit or the advertiser 
wouldn’t be spending good money 
day after day, and—they buy it. 
“Sticking everlastingly at it” is 
certainly desirable, and, in many 
instances, absolutely necessary. 
see _ 
INDECENCY IN ADVERTISE: 
MENTS 
There is constantly being agitated in 
one section of the country or another 
the question of indelicacies, if not 
downright indecencies, in the matter of 
medical advertisements in newspapers. 
That there is ample cause for these pro- 
tests there is no manner of doubt. Med- 
ical advertisements of a proper sort are 
no doubt as interesting to the adult 
reader of newspapers as those of any 
other line of manufactured prepara- 
tions, but it must be remembered that 
the schoolboy and schoolgirl are also 
newspaper readers, and, if for no other 
reason, the blue pencil should be freely 
used for their protection. Parents are 
beginning to scrutinize the advertising 
columns for the purpose of detecting 
the medical eyesores, and the newspa- 
per that persists in printing them is al- 
together likely to be blocked from 
reaching the family fireside. This is 
but a natural result, and the only won- 
der is the crusade has been so long de- 
ferred.—Ashland (O.) Press. 


Two 50c 
Scarfs for 


Fifty Cents 





Fashion and common sense 

have court partnershipinthe ¥ 

“TWAIN.” One necktie in real- 
or Two in utility, One side is 


store that sells neckwear, or send 50 
cents (mentioning dealer's name) to Yj 
LOUIS AUERBACH, Manofacturer § 
886-888 Broadway, NEW YORK, Dept. E 
Unly the GENUINE hens bears above Earmare 


A MODERN JANUS, 
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fin The Minneapolis Journal's pa e| 


advertisement in Printer’s Ink April 
10, an Error was made by Puinter’s Ink 
whereby The Minneapolis Times was given 
1000 more columns than it was entitled to. The 
correct statement should be: 


MINNEAPOLIS | 1 10,955 cols. 
JOURNAL — / 1900 12,222 cols. 


MINNEAPOLIS | i899..... 10,448 cols. 
a TIMES 1.1900 11,282 cols. 


In Paid Classified Advertising 


THE 
JOURNAL 


Leads Ghem All by a 
Great Margin. 
Total number of Paid Classified “Ads” Carried by the 


Papers of Minneapolis, for the month of April, 
1901, were as follows: 














Minneapolis Minneapolis | Minneapolis 
Journal, Times, Tribune, 


10,775 | 9,811 | 9,438 


Thisis an excellent record, when you consider 
that THE MINNEAPOLIS JOURNAL has 
26 issues, while the other papers named have 30, 
including four Sundays. 





FOREIGN ADVERTISING DEPARTMENT, 
Cc. J. BILLSON, Manager. 
New York Office - 86, 87, 88 Tribune Building. 
Chicago Office - 308 Stock Exchange Building. 
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WHAT TO DISPLAY AND for instance; the next, mechanics’ 
HOW. tools, giving display to the most 
O ii a ‘stakes "Presentative in that line; then, 
, Une of the commonest mistakes cytlery in the same manner, and 
in the preparation of advertising <4 with all the lines of the busi- 
is the selection of the wrong words ness, giving stoves, etc., their 


or lines for display. Often the 
writer strives to produce some- 
thing original or striking in his 
wording, and then nautrally se- 
lects what seems to him most pe- 
culiar, without regard to its rela- 
tion to the business. Thus fre- 
quently some such expression as 
“stop and think’ will be given a 
strong display, while the referenc- 
es to the business will appear in 
small type in a solid paragraph. 
‘Tne average reader instinctively 
such an expression as a 
catch line, and occasionally one 
will have the curiosity to try to 
find out what the scheme is. Even 
with the few who do this it is 
only the satisfying of idle curiosi- 
ty, and interest goes no further. 
“As a general proposition, the 
thing to display in an advertise- 
ment is what you want to sell. Of 
course, the general name of the 
business and the firm name are to 
have enough reiteration and prom- 
inence to keep them always in 
mind. When the firm name indi- 
cates the business it is always 
good advertising to give it promi- 
When this is not the case 


classe Ss 


nence. 
the name, business and location 
must be associated as_ strongly 


and frequently as may be neces- 
sary to make them thoroughly fa- 
miliar to the minds of all readers. 
And when the principal display is 
given to something else it is well 
to give secondary prominence to 
these essentials 
In selling hardware, 

stance, more can be done 
reiterate “John Smith & Co., 
Hardware, 20 Main St., Disco.” 
The term hardware is too general 
to impress the minds of many who 
may be interested in certain goods, 
So it is well to enumerate some 
leading articles of the different 
lines, giving the most prominent 
display of the advertisement to the 
most prominent of these and les- 


for in- 
than to 


ser display of others in lists or 
paragraphs. One week the spe- 
cialty may be builders’ hardware, 


giving tHe main.display to nails, 


proper place in the seasons. 

The same method will apply, of 
course, to any other line of busi- 
subject in many to the great- 
er influence of seasons. Make the 
display of what you want to sell. 
Then, when suitable, associate 
with it the price. ‘Then you may 
be assured that even if less are 
caught by the tamer expressions 
the interest that is excited is of a 
character that will do more to 
sell goods. 

I am aware that there is nothing 
startling or new in this statement 
of the theory of display, but I feel 
warranted in going over the sub- 
ject for the reason that so much 
comes under my attention betray- 
ing the undue striving for some- 
thing original at the expense of 
good publicity that continued re- 
iteration is yet pertinent.—Michi- 
gan Tradesman, 


ness, 


—_— 
ALL BY MAIL. 

A glance through the magazines dis 
closes the fact that nowadays one can 
get a pretty thorough education at 
home, and that there is no longer any 


need to attend the usual institutions of 
learning Below we enumerate a few 
of the things taught by the correspond 
ence schools. Proofreading, law, short 
stories, advertising, journalism, engi 
neering, illustrating, pharmacy, medi 
cine, shorthand, science, language, 
bookkeeping, acting, dancing, civil ser 
vice.—Advertising Experience. 
ints +o ine 

CATCH LINE OF WELL KNOWN 
AD ILLUSTRATED. DURKEE’S 

SALAD DRESSING. 





“4 SUMMER LUXURY.” 
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Ohe 
PITTSBURG 
PRESS 


Brings an Advertiser 


$547 for 24c. 


TRLEPEONE F 2 4. t208 





W. S. MAHAFFEY, 


Tee Perverts Hous Fourteen. 
PrivaTs Dwe_itooe 


‘Sorma Fuate 
Hovers 


Orrices AP. 
FURNIGHED ON SHORT NOTICE 





“wo Pan Oew?r Gavae 053 Pann Averce oLt eCeInees a Private 


Hu we he. 
F ) PITTSBURG, Pa.. HA 
Ge fo a A 


J le , 
Luts 


JIE Cv, Men » ot" Biinul faco Van a oe 


LQlblhow, AK, 4 wag, ri oP aie ee aad 
/ x Fe Ae 


, er , < Ong xe 2 a Lae’ 
Qt cchs “4 Gere Bre <A tie Sex 7H § Gd) -20 By 
pe ghar 0 te Sheth ae a Meurs Refour 


dirfut Ritliogtnn 
are Cow wigan? E 


AAS fake 
ZL. Metoffy 
7is- = an, 


Cc. J. BILLSON, 


Manager Foreign Advertising Department. 
Tribune Bidg , New ‘orb. Stock Exchange Bldg., Chicago 


TF Don’t forget the Sunday Press with its colored supplement. 
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THE MAN WHOIS HIS OWN 
CLERK. 


By Jas. H, Collins. 


Here is one advantage that the 
smail shop-keeper will always have 
over the department store: There 
is a human note in the ensemble 
of a small furnishing store or 
grocery or news-stand that the 
larger enterprise can never dupli- 
cate in its own establishment, and 
that note is the note of Personal- 
ity. Personality cannot be bought 
or hired on salary. The man who 
keeps shop in a residence district 
away from the center of a city has 
every chance for becoming ac- 
quainted with the people who pat- 
ronize him. He can learn their 
whims and preferences and cater 
to their weaknesses, while the de- 
partment store can, at best, but 
put clerks behind its counters who 
serve with one eye on the clock. 
If a customer is mistreated he 
generally gets to the door at once 
and is gone before the huge sys- 
tem can deal with him directly. 
But the small shop-keeper -can fit 
a man with a shirt, take a half 
hour to the task, keep him in mind 
after he has gone and be ready 
to greet him by name and do the 
like a month later. If the shirt 
be brought back he can make any 
amount of business capital by ex- 
changing or refunding money di- 
rect without the intervention of a 
“complaint bureau.” He can gain 
the confidence of the most dis- 
gruntled mortal (or disgruntled 
mortal’s wife) merely by being in 
touch with him. 

There will always be a portion 
of the public—by far the larger 
half—which prefers to deal within 
a block or two of its doors. If 
the small shopman define the 
streets which feed his till, study 
the people who live in them and 
bid for their patronage he will be 
sure to entrench himself strongly 
in their good favor. Advertising 
mediums lie readily to his hand. 
Neat, forceful circulars, a small 
store ergan, a mailing list well 
looked after, a novelty at Christ- 
mas to regular customers, book- 
lets in the bundles, window dis- 
play. “cut price’ and “closing 
out” sales in miniature—all are 
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inexpensive and effective. Cards 
in the cars that pass his doors and 
bulletin boards within a radius of 
five blocks—even a weekly four 
inches in dailies—will not be out 
of his reach if he settle down to 





capture a certain neighborhood 
for himself. The trick is being 
successfully turned every month 
nowadays. 


A PRESCRIPTION. 


A correspondent writes: The writing 


of good ads is largely a matter of 
mood —"‘‘inspiration” is what the poets 
call it. There is no better way of 


bringing the mind into this mood than 
by reading Printers’ INK until one’s 
whole current of thought is pouring 
along the advertising channel. When 
the brain stagnates or refuses to go in 
the direction desired it needs impetus, 
and any number of the Little Schvol- 
master’s official organ contains enough 
pertinent and suggestive matter to set 
the most sluggish brain at work each 
morning for a fortnight. t is a tonic, 
and the man whose adwriting system 
is run down can do no better than take 
a half dozen pages after breakfast. 
+ 
IN BUFFALO. 

The Exposition should do more than 
simply provide entertainment for mil- 
lions. It should also give us a better 


appreciation of the industrial wants and 
neighbors.— 


trade possibilities of our 


Prefitable Advertising. 




















Dr. Deimel’s 


Linen-Mesh Underwear 


absorbs the perspiration quickly 
and carries it off instantly. It 
keeps the wearer dry and re- 
mains dry itself. It is always of 
refreshing comfort to the skin, 
even during sultry days of sum- 
mer, when other garments are 
especially irritating. 





All genuine Dr. 
DEIMEL Under-gar- 
ments bear this 
Trademark. If you 
cannot obtain them, 
write to us. 


Booklet and samplea 
of the cloth free. 


The Deimel Linen-Mesh System Co, 
491 Broadway, New York. 
Wanmoven ta tiie ee 


MONTREAL, Can., 2202 St. Catherine St. 
Lonpon, E. C., 1012 Bread St. 


RRR cron mien eR rm 


A DAINTY EFFECT, 
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40,000 => 60,000 


People read the TrLecram every 











Sunday. Every copy goes direct 
to the homes here in Lowell and 
all the surrounding towns on a 
day when people have time 
to read. 

The fact that the TELEGRAM car- 





ries more home advertising than 
any two other Lowell papers com- 
bined is proof beyond any 
doubt that it is the best medium. 
When making up your fall lists 
be sure that the TELEcram is 
not overlooked. 


TheSunday Telegram 


| LOWELL, MASS. 











NEW YORK OFFICE, BOSTON OFFICE, 
150 Nassau Street. 12 Globe Building. 
S. S. VREELAND, Representative. JOHN P. ACKERS, Representative. | 
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MAIL 


The value of the mail order 
monthlies is much underestimated 
by many general advertisers who 
want the patronage of country and 
village people. Where direct re- 
plies are wanted the mail order 
papers are much in evidence and 
have the best of the argument. 
Large fortunes have been made 
during the past few years by con- 
cerns who use this class of papers 
exclusively or nearly so. 

The so-called better class of ad- 
vertisers are apt to think that the 
mail order monthlies are good for 
cheap stuff only and that a real 
dignified proposition is out of 
place in this class of papers. That 
depends on the class of people you 
wish to reach. This class of pub- 
lications does not circulate in the 
and would not pay adver- 
who seek to interest city 

only, but they circulate 
among country people and in 
towns and cities up to 10,000 or 
15,000 inhabitants. 

The circulation of the mail or- 
der papers is secured principally 
in two ways: One is by advertis- 
ing in other publications generally 
offering a premium as an induce- 
ment. The other is by purchasing 
or renting large lots of letters re- 
ceived by advertisers and sending 
sample copies to those names. A 
publisher is permitted to send as 
many free copies as he has bona 
fide subscribers. It is plain to 
that in either case the paper is 
ing to an individual who has an- 
swered and who will answer ad- 
vertisements. This is an impor- 
tant point that is often overlooked 
by advertisers. A large percent- 
age of people will not answer ad- 
vertisements. They are not inter- 
ested in advertising and are not 
influenced by advertising, Mail 
order papers, on the other hand, 
go exclusively to people who are 
more or less influenced by adver 
tising, as they are the people who 
answer advertisements. That they 
are not necessarily poor or irre 
sponsible people is shown by the 
fact that two concerns alone in 
Chicago do an aggregate business 
of over $25,000,000 in a year wi th 


ORDER __MON THLIES. 


cities 
tisers 
people 


see 


go- 
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this class of people. While they 
are conspicuous examples they are 
only two of hundreds in the Unit- 
ed States who are doing a mail 
order business, and their business 
is only a small percentage of the 
total business done through the 
mails. A manufacturer producing 
wares that are consumed by coun 
try people can just as profitably 
use the mail order papers on a 
publicity proposition as the strict 
ly mail order advertiser, for the 
reason stated above, that the 
people he wishes to reach are in- 
fluenced by these publications. In 
conversation with Mr. C. E. El 
lis, of New York, the well known 
publisher of a number of papers 
of this class, he stated that he 
had investigated far enough to 
know that his subscribers were of 
the thrifty buying class of neople 
and asked the writer to name a 
town where he was well acquaint- 
ed. Two towns were named, each 
of about a thousand inhabitants, 
one a good business town and the 
other a college town. The list in 
those towns was produced. There 
were about a dozen subscribers in 
the two towns, most of them 
known by the writer to be well- 
to-do, prosperous people who are 
able to buy the necessities and 
some of the luxuries of life. We 
doubt not that any of the publish- 
ers of this class of papers would 
be willing to furnish any adver 
tiser the names of their subscrib 
ers in any given town or towns 
for a similar test, and it would 
seem a very simple way for ad 
vertisers to satisfy themselves re 
garding the purchasing power of 
the circulation of this class of na- 
pers. We are fully persuaded that 
a very large number of general 
advertisers who are not now using 
mail order monthlies could spend 
money more profitably in that 
class of papers than in any other 
the question settling down almost 
entirely as to whether or not they 
wish to reach people in the coun 


as 


trv towns and small cities.—Ad 
Sense, Chicago Ill. 
> 
TWO SORTS 
When an advertiser is satisfied that 
he has made a mistake, he isn’t satis 
fie 
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STAPLES; FOR ADVERTIS- 


NG, 
now and then there are 
signs of what might be called 
“tendencies” in advertising. The 
tendency just now is to take some 
stock, staple article and advertise 
it under a name. Sheets and pil- 
low-cases are a good example. For 
years and years and years house- 
wives have bought sheets and pil- 
low-cases, buying either the linen 
or muslin and making their own, 
or buying them ready made. 

Along comes the muslin house, 
which gives names to its several 
brands of muslin, makes them up 
in pillow-cases and sheets, adver- 
tising rather cleverly one or two 
good points, and soon “Defender” 
begins’to stand for these very nec- 


Every 


essary household articles. 
Now, as a matter of fact, there 
is probably not any good point 


about these “Defender” sheets and 
pillow-cases that is not true of a 
large number which have been 
sold unnamed and unknown over 
the counter for years. But always 
in the past, in buying sheets and 
pillow-cases, the housewife has 
simply asked for them by their 
surname, and examined various 
grades until she has found what 
she wanted. She has never been 
able to ask for them by their given 
name. The probability is that she 
now does ask for the advertised 
brand; that it simplifies shopping, 
and makes it easier for both the 
salesman and the customer. 

There are hundreds of just such 
articles which can be advertised 
to the public to advantage. If 
you are making any particular line 
of a staple product which has 
merits of its own, give it a name 
and advertise it. 

You can teach people to ask for 
your particular article in a store 
just as well as the next man. You 
can do it with an article that is 
made as good as yours by hun- 
dreds of other manufacturers as 
easily as you can with a specialty 
which no one else makes, It sim- 
ply means identifying your goods 
to the consumer.—C. 4. Bates, in 
Shoe and Leather Facts. 


IN THE COUNTRY. 

The general idea seems to be to get 
out as large a sheet as possible, crowded 
with reading matter set with all the 
styles of type possessed by the local 
printer, and printed on the poorest qual- 


ity of print paper, with the cheapest 
kind of ink. After this kind of a cir- 
cular leaves the hands of the printer 
several, small boys are usually hired to 
do the distributing. The only interest 
they have in the matter is to get rid 
of their allotted number of circulars in 
the shortest time possible, and the re- 
sult is that hardly one-half of the cir- 


culars are ever even glanced at. While 
the remainder may reach the hands of 
probable purchasers, their character is 
such as to preclude the possibility of 
more than one in ten being read. There 
is no question but what circuiar adver- 
tising can be made to pay, but it must 
be done in a manner different from 
that outlined above to be productive of 
results. All advertising matter should 
be prepared with the understanding that 
for the time being it is a representative 
of the store and should convey as fa- 
vorable an impression as possible. A 
slovenly piece of advertising gives the 
possible purchaser the same impression 
that a slovenly salesman or store would. 
Apparel Gazette. 
CORRESPONDENT. 
Mathematical Problem.—What is the 
precise value of an ad_ two_ inches 
square, on the last page of a mail order 
or religious periodical, covered with a 
yellow address label an inch square? 


FROM A Pp. e 





THE SIXTH 
PRINTERS’ INK 
SUGAR BOWL. 


What is the Sixth Sugar Bowl? 
It is a sterling silver Sugar Bowl, made by 
Tiffany, properly engraved and put into a 
case befitting its character. 


For what is it to be awarded? 

It will be awarded by PRINTERS’ INK, the 
Little Schoolmaster in the Art of Advertis- 
ing, to that trade or class paper which, all 
things considered, best represents its con- 
stituency, thus making it the best of all the 
trade or class papers 


Why is It called the Sixth Sugar Bow!? 

Because five bowls have already been 
awarded to the newspapers in various sec- 
tions of the country that best represented the 
regions in which they circulated, The Sixth 
is for the best trade paper. 


Who can compete? 
Every trade paper that thinks or asserts 
that it has a fair chance to win. 


When does the competiiion close? 

That has not been decided, but the date 
may be an early one. The earlier points of 
excellence are set up and sent in, the less 
the chance there will be of losing the prize 
by procrastination. 
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HOW AN ADVERTISEMENT 
IS HANDLED. 





To make it clear to one inex- 
perienced in the placing of adver- 
tising through an agency, I will 
follow the course of an advertise- 
ment which is placed in my hands, 
showing the detail involved and 
the advantages to be gained. 

The difficulties which lie before 
the man who attempts to do it 
himself are so evident and the loss 
of time and money so easy to un- 
derstand that I shall not take 
space to enlarge on this feature. 

Suppose that Mr. John Jones 
feels that he is producing an arti- 
cle so good that it is entitled to a 


wide sale. In his first interview 
with me I would obtain all the 
data as to the output, the market 


to be supplied, the margin which 
can be devoted to advertising. 

With this data at hand the mat- 
ter is considered from every stand- 
point. I decide when, where and 
how this money can be spent to 
produce best results, provided it 
seems wise to spend it at all. 

It is not unusual for me to ad- 
vise a man to keep his money. 
Several causes may contribute to 
such a decision, and I point with 
pride to the fact that in numerous 
cases this decision on my part has 
saved my clients loss of money 
and prestige in the market. 

There isa time to do everything, 
and if the time is not yet ripe for 
you to begin your advertising, I 
shall not hesitate to tell you so. 

If John Jones is justified in be- 
ginning his campaign, I select me- 
diums, prepare copy, contract for 
space, etc., keeping him in touch 
with the work as it goes on and 
availing freely of his intimate 
knowledge of his business to assist 
me in presenting the matter in the 
proper way. 

After the ads are sent out, I 
outline a carefully considered plan 
for following up the first results 
of the advertising. This feature 
is ong which is too often over- 
looked and its importance is not 
fully appreciated. 

In many businesses the first re- 
plies, the immediate results of the 
advertising are really less impor- 
tant than the later results, which 
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may be obtained by a carefully 
planned “follow up” system. 

After the ads are properly plac- 
ed comes the checking to see that 
each ad secures proper position, 
insertion on the right date, etc.; 
this is done by the agency, and an 
advertiser can always ascertain 
just how his business is running.— 


Pacific Coast Advertising. 
— -+9+ - 
IMPROVEMENT IN STREET SIGNS. 
The directors of the Municipal Art 


Society, of 
a committee 
partment of 


New York, have appointed 
to co-operate with the De- 
Lighting and Supplies, in 
devising a system by which the charac- 
ter of the signs on street corners may 
be improved. The Evening Post com- 
pares this work with that of the Bel- 
gian association known as Oeuvre Na- 
Aux objets d’Utilite Publique, popular- 
ly called L’Oeuvre. This was a spon- 
taneous movement of artists and citi- 
zens for the promotion of public art 
in matters of the commonest use out- 
side of the lines within which govern 
ment incentive works. One of the first 
things the society turned its attention 
to was open-air decorative art in giving 
aesthetic and enduring form to muni- 
cipal and tradesmen’s signs. Some of 
Belgium’s best artists lent themselves 
to the movement, and by their designs 
set such a high standard in utilitarian 
art at the beginning that Brussels is to- 


day an example for all American cities. 
The National Advertiser. 
++ +> — 
ECONOMY AND ECONOMY. 


Saving a few dollars on paper and 
spoiling the whole job is the very un- 
wisest kind of economy. A good many 
advertisers complain that they can’t 
get gocd printing from their local print 
er. This is in a majority of cases un 


true. Every printshop has at least one 
good, plain, effective type. Every 
printer can get good paper if you are 


willing to pay the reasonable price that 
it costs. If you see that you get good 
paper and stand over the printer with 
a club, insisting that he use only one 
kind of type, and that a clear, plain 
type, you will have a result which can 
hardly fail to be good.—Current Ad- 
vertising. 
+o 

CIRCULATION 

TURKEY. 


the peculiar 


NO LYING IN 
One of 
the newspapers of 
copy must bear a 
tached to the sheet 
and is cancelled by 
types. There 
circulation in 
vertiser can 


ahout 
is that every 
which is at- 
it is printed 
the pressure of the 
can be no cheating abaut 
Turkey, for every ad- 
find out just how many 
copies are printed by applying to the 
office where the stamps are _ sold.— 


Newspaperdom. 


features 

lurkey 

stamp, 
before 


IN A NUTSHELL. 
Select 


space-——short, significant sen- 
tences—-simplicity—sound sense—sam- 
ples—satisfaction—sales. 
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THE STRENGTH OF AN 
AGENCY. 


A general advertising agency 
and an insurance company have in 
common one element of strength 
—the quality of the men they em- 
ploy. The ability to get business 
and to take the right care of it 
afterward is the most valuable as- 
set of an agency. A man, let us 
say, enters an agency at an early 
age, and is set to perform purely 
routine work for a while. He 
does it well, and like Hogarth’s 
virtuous apprentice, is promoted 
by and by. The advancement is 
not a conscious tribute to the 
young man’s merit, but an expres- 
sion of his employer’s enlightened 
selfishness, 

As time goes on, the rising man 
makes the most of his opportuni- 
ties. He meets advertisers and 
makes suggestions that find favor 
with them. He is learning and 
teaching every day. He becomes 
familiar with publishers’ ways, 
and in time he finds that the most 
valuable knowledge in his business 
is never put into print. 

With an ever-increasing store of 
this knowledge and an ever-wid- 
ening acquaintance, the young man 
becomes a tower of strength in 
the agency. Lacking men_ like 
him, the business would soon be 
distanced in the fierce competition 
—a strife as pitiless as that among 
wild animals for food. An effi- 
cient corps of assistants is rightly 
called a staff. It is something that 
principals must lean on. The 
Greek in the school-book story 
boasted that his city needed no ar- 


tificial walls, for every man was a 
brick. Manufacturers and mer- 
chants have tangible products to 
sell. An advertising agency has 
nothing to offer except talent and 
skill and honesty. 

To ill-treat the men who fur- 
nish these qualities is about as 
sane as to pitch costly merchan- 
dise into the street. A combina- 
tion of ambition and discontent 
may become dangerous, Agents 
know this and therefore take good 
care of their best men. There are 
exceptions, but they only serve to 
prove the rule—National Adver- 
tiser, New York. 

-o 
BUSINESS SIGNS. 

There is a good deal in a sign. On 
no account should it be cheap. If it is 
a daub the public has the right to infer 
that there is not much enterprise on the 
inside of the store. 

It is not necessary that a business 
sign should be costly to be right. It 
is better, however, to spend a little 
money for a sign than to neglect to 
make it presentable. The sign makers 
have gone deep into the subject, and 
they have ideas that are worth consid- 
ering. A bright sign can be seen a 
long way off. In the cities a large 
ameunt of money is spent for signs 
every year. Electricity has come to 
play a part, and usually these signs are 
movable so that far down the street the 
sign can be seen. When the paint is 
old on a business sign it should be re- 
placed by a new dressing or a new 
sign. No firm can afford to have a 
poorly painted board on the outside do- 
ing daily duty any more than a pro- 
gressive man can afford to drive an old 
shack of a horse. We judge firms as 
we do men, by what they do.—Minn- 
eapolis Bulletin. 


al - 

Tio your ads look like the other fel- 
low’s? Is there any one little distine- 
tive feature that makes them stick out 
an inch or two farther than all the 
rest? 








“No Other City so Well Covered by One Paper.” 





“No city in America is so well covered by one newspaper as 
> says Mr. Geo. P. Rowell, of 
Printers’ Ink, and the American Newspaper Directory. 


Washington is by THE STAR,’ 


“ Any man picking the best list of papers for advertising any 
given article, high-priced, low-priced or medium-priced, would 
place THE STAR on that list every time.” 


He adds: 








M. LEE STARKE, Representative | Muyo regs, Bide. 


' Chicago, Boyce Building. 
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MAIL ORDER LITERATURE. 

Much failure in the mail order busi- 
ness is due to the weak, negative lit- 
erature that is mailed to those that re 
ply to ads. The circulars, leaflets, 
booklets, ‘“‘prompters,’’ ‘“‘reminders,”’ etc., 
must be positive, honest, convincing, 
forcible. Moreover, there must be a 
whole lot of it, gotten up with taste. 


lt pays to employ a number of well 


qualified writers. on’t depend on one 


writer, even if he is reputed to be the 
best in the world. The more bright 
and alert literature writers you can 


employ to write circulars, etc., the more 
diversified and impressive will your 
“follow: up’? matter be. Lots of pa- 
tience, lots of good writers, lots of 
good printers and lots of good paper 
will bring fortune to a mail order ad- 
vertiser who has a really good thing to 
sell. A new writer now and then will 
put new life into your literature. It 
pays big to get out new circulars, leaf- 
lets, booklets, etc., continually. 

Boyce's Hustler. 


— 
QUESTION COLUMN. 
Instituted for the purpose of dis- 
seminating information among the 
readers of PRINTERS’ INK. 

One man is anxious to buy certain 
things, but does not know where. 
Ilis query is printed in this column. 

Manufacturers and others who can 
supply the desired articles should ad- 
PRINTERS’ INK, 10 Spruce 
street, New York, promptly, so that 
buyer and seller may be brought into 
communication. 

No charge to either 
service rendered. 


dress 


party for the 


Always use inquiry number when 





18 WANT names of firms making binders 
Ove for filing purposes, 
+) ,ANT names of {rms that manufacture 
l we small auuminum goods, suitable for mail 
order business. 
2() WANT names of firms who manufacture 
a= Ve center pieces and doilics 
4 WHERE to buy tin lunch 
e color and sha; c as the 
In unch Box. 
99 WANT names of manufacturers of enam 
mame eled or granite, crockery, glass, tin, 
woodenware for 5 and 10 cent store. 
3. -~WANT names of manufacturers or whole- 
sale dealers in tinware and housefurnish 
ing goods cheap enough for department stor 
leaders 
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»)~ 


wide 


boxes same 
srownill Fibre 





ee to get display cards for a tooth 
past 
W ANTED names of badge makers and 
manufacturers of badge trimmings. 

> --- 


Classified Advertisements. 


Advertisements under this head two linesor more. 


Must be 
mm one week in advance 


WANTS. 


without dispiay,. 25 cents a line. 
pele 


DWRITER, 
Z ployment. 





EQUITY 
ao respondent and ad 


W HO wants an “ Al’ 
writert GEO. W. SMITH. M.D., Macon, Mo. 





college-bre di, Snag 2s partial em 
7 E. 52 a 


free, 
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DD ae = the Pacific Coast agency for a class 
publication. Send propositions to “ B,’ 
Box 3, PENNY PREss, Etcher, California. 





\ ORE than _ 200,000 copies of the morning edi- 
4 tion of the World are sold in Greater New 
York every day. Beats any two other papers. 
JUBLISHERS’ COMMERCIAL UNION ;a credit 
agency covering all advertisers and agents; 
every publisher needsit. Details at Boyce Bldg., 
Chicago, or Temple Court, New York. 


V ’E want an experienced subscription agent 
in every city who knows how to handle 
ae experience and send references. 
EVIEW, Subscription Department, 
Kalamazoo, Mie h. 
( RDERS for 5 linea Avertisements 4 weeks $10 
in 100 lilinois newspapers ; 100,000 circula- 
. on wee — ; other Western weekly pape we aa 
alogue on application. GH GO 


ate 
NE WSP APE R UNION, 10 Spruce St., New yore 





HIGH-GRADE cl journal, issued in maga 

zine form and occupying a field distinct- 
ively its own, can use to advantage the services 
of a few live and aggressive representatives in 
the leading cities of the country on most liberal 
basis. In writing state previous experience and 
name references as to ge ee £ capability, 
etc. Address PUBLISHER H. 8. & 1; 911 Stock 
Exchange Building, Chic 











CTIVE advertising solicitors wanted in every 
city of the United States for the Church 
Press Association magazines. See display ad in 
this issue PRINTERS’ INK. Good home mediums, 
cores business of the best general adverti-- 
‘ system which shows resu'ts. Quick cm 
commis ions. Address, with references, I’. ¢ 
BOX 923, Philadelphia, Pa. 








| gee GEO. P. ROWELL & CO. : GENTLE- 

MEN—I have to get up and make sample 
pr ‘ice and advertising cards, and your book, 
* Ready-Made Advertisements,” migut help me. 
Please mail one to me as soon as you get this. A 
P.O. M. O. for one dollar herewith. I travel. 
Saw ad in PRINTERS’ INK for Apri! 24, 1901. Yours 
respectfully, CHas. A. KIRKE. Address me at 
Gaffney, 8. ,** Transient.” 

he book of Ready-Made Advertirements con- 
tains more than 400 advertisements and will be 
sent to any address, Ne a , upon receipt of 
one dollar. GEO. P. ROWELL & Cv., 10 Spruce 
St., New York. 


\ TANTED Position (in . Boston preferably) by 
thoroughly competent adve rtising man. 
Eight years’ all around experience writing de- 
partment store and general advertising. Con- 
ducted own bureau for four years Knows all 
details printing, can write and design all bus 
literature, originate plans, devise advertising 
pacer" fer pes Strong on working up the non ad- 
ertiser, and a very success ul seller of space 
Hustl and ideas my capital, and am not a hur 
rah worker at that. Want to negotiate with 
broad-gauged people with a good proposition, 
Want to change from present place for family 
easons. Addre . 









VASHIN ‘ON,’ 
Care of Printers’ Ink 
10 Spruce St., 


o> — 
BILLPOSTING AND DISTRIBUTING. 
] ILLPOSTiNG and distributing. FRANK BEN 
HAM, Homer, Mich. 
— > 
MAiLING MACHINES. 
\ ET the best, the Matchless, of REV. 
¥ 43 Ferguson Ave., Buffalo, N.Y 
—- > 
SITUATIONS WANTED. 





4m a 


A. DICK, 








ye ooes EADER, Greek, Latin, 

lish. References. BOX 201, 
—— 
1DVERTISING CUTS 


French, 
Albion, Il 


En- 


| O you write ads? Send address on your busi- 
neos stationery for invaluable information, 


HARPER SYNDICATE, Columbus, Ohio, 


PRINTERS’ 


COIN CARDS. 


we PER Less for more 
a.) THE COIN ere 








: any printing. 
Detroit, Mich. 
NUMBERING 

‘ por numberin, 
(J NUMB’G MAC 


M. 1CHINES. 


machine is the best. WETTER 
INE Cu.,515 Kent Ave., Pklyn. 


arenas 
Cones 3 PLATE M.: pogo 
> RED’K KIRSTEN, 170 Fulton 8t., N. Y., expert 
in making ¢ oior plates for pri Stine in book 
i. ts, catalogues, labels or newspapers. 
— + —_ —ee — - 
LINOTYPE EQUIPMENT. 
ETAL Furnaces, slug Cutters, Saw Tables, 
i ngot Moulds, Beveled Col. Ruks. Send 
reat. F, WESEL, M’FG.CO., 82 Fulton St.,N.\. 
os -— 
POSTAL CARDS BOUGHT. 
TNC. — ELLED printed or addressed Besta 
ds and stamps bought for cash. BURR 
MANU FACTUR ING CO., 614 Park Row Bidg.,N.Y. 
+> 
SPECI. iL R -EPRE SENTATIVES., 
A COSTE AND MAXWELL, 
4 38 Park Kow, New York, telephone 3293 Cort- 
landt, special representatives for leading daily 
newspapers, 











+o, 
BANKRU. PTC Y BL. iNKS. 


| ANKRUPTCY BLANKS—Wholesale and re 





tail. Uniform U. 8.8. C. forms. Voluntary 
sets, $1.25. LAW Rk PORTE 4 ri ‘O., Washington, 
D.C. iy. 


Discounts to aise 


LETTE R BR BROKERS. 


I ETTERS, all kinds, received from newspaper 
4 advertising. wanted and to let. What hav» 
you or what kind do you wish to hireof us : _ 
MEN OF LETTERS ASS’N, 595 Broadway, N 
———+o> 
ATTORNEY AT NEWSPAPERDOM. 

k .XTENSIVE experience in combining dailies 

4 and weekly properties, stock companies and 
otherwise. Open for engagements for early full. 

C. F. DAVID, Abington, Mass., Expert at News- 
paperdom, 30 years’ experience. 

——+or 


ADDRESSING. 
N O labels to come off in the mails. 


always clear and legible. 
labels. F 


Addresses 
No gumming of 


Belknap’s New Rotary Addressing 


machine the best and most practical mzde. ‘No 
ee xan red. Send for booklet. F. D. Bi - 
NA 


», 29) Lroadway, New York. 


FOR AD BUILDERS AND PRINTERS. 
pvr NATHAN says: “ ‘The Practical Color- 
i-t’ is a ready reference book that will give 
instantly the information needed, and not to be 
found elsewhere.” Its over 100 display and color 
page s give many hte od suggestions to the 
milder, You need the book. Write for full in- 
formation to THE OWL PRESS, Burlington, Vt. 


— oe — 
A DDRESSING MACHINES. 


Tas tE are many so-cailed addressing ma- 

chines on the market, but remember that 
Wallace & Co.'s is the only one now in successful 
use among the large publishers throughout the 
country, such as Printers’ Ink, Cosmopolitan 
Magazine Co., Butterick Pub. Co., Comfort, of 
Augusta, Me., ‘and many others. Send for circu- 
lars. WALLACE & CO., 10 Warren Si., 


TO 7 ET. 


is LET: White Mountains—Gentleman’s resi- 

dence to let to an approved tenant for the 
season of 1901; most attractive situation, within 
reach of the Waumbek Golf Links ; tuily fur- 
nished ; three bathrooms ; copious water supply , 
six fire place: 8; three sitting rooms ; 11 bedrooms : 
vine-clad piazzas . st» biing for six horses ; exce 
lent garden. Fr further particulars addre 
owner, GEO. P. ROWEL a RTT on Hudson, 
N. Y., or No, 10 Spruce ‘.t., . Ciiy. 
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ADVE ‘RTISING FANS. 

o — fans, with your ad neatly printed 

or $11 per M ; 5,000 for $45. STANDARD 





P kK INTING Co., Leesburg, Ind. 


IMPOSING STONES. 
get quality Georgia marble ae ae eA stones, 
two inches thick, 50 cents square f Cash 
with order. THE GEORGIA MARPLE. FINISH 
ING WORKS, Canton, Ga. 
o> al 








ELECTROTYPES AND STEREOTYPES. 


| .ECTROTY PE or stereotype cuts. When you 
‘4 want good ones, order from Bright's “Old 
Reliable,” Se Louis klectrotype Foundry, No, 


211, North Third. St., St. Louis, Mo. 


sasennciinncsstiplladcninipniataits 
ADVERTISING DESIGNS. 


( RIGINAL IDEAS, 
department. 
GILL ENGRAVING CO., 

140 Fifth Ave., 


The best equipped art 
New York. 
ees ~~? 
ELECTROTYPES. 
W E give special attention to making of good 
electrotypes for newsp’r ads. Prompt. Out 
of-town work oa carefully ascity. RAISBEC K 
ELECTROLYPE CO.,, 24-26 Vandewater St., N. 
> 
PRESSWORK, 
i IGH-CLASS presswork is our specialty. We 
have the reputation of doing the best half- 
tone printing in the business. Consult us before 
placing order. FERRIS BROS., 45-51 Rose 8t., N_Y. 
——+r—__ 
STEREOTYPE OUTFITS. 
C OLD Process Stereotyping Outfits, $14 up. No 
heating of type. wo easy engraving meth 
ods, with material, $2.50; no etching. aT 
amples, for stamp. i. KAHRS, 240 E. 33d St., 
ES 











-APER. 
A* .L kinds of paper, all degrees of quality. Ev 
color and finish. No matter 


ery weight, 
what you are going to print, before you select 
the paper write to us and mention what you 
want. Wecan be of creat assistance to you. We 
have everything in the paper line and the price 
is right ASSETT & SUTPHIN, 45 Beekman St., 
New York. 
en 

CARBON PAPER. 
V E “NOT THE DIRTY, SMUTTY KIND ’ 

4 never knew what good carbon paper 
was like till we got Whitfield’s and now use it 
exclusively.” 

Butler Bros., Rogers, Peet & Co., of N. Y., and 
other large consumers all = re eye a 
Whitfield’s exclusively. for stan 
State the quality desired. wi Hi FIELD CARBON 
PAPER WORKS, Red ror N.J. 


PHOTO ENGRA VING. 
4 De® STANDARD ENGRAVING CO., 61 Ann 
St., New York. 


yes JTON ENGRAVING Cw. 
Designing and engraving by all modern 


methods. ones See solicited. 130 Fulton 
St., New York Cit 
i kee - finest engraving plant in the world. 
Our half-tone pare are ayn every where 

as the best. GILL ENGRAVIN 

140 Fifth ) wg "few York. 

+r 

OFFICE SUPPLIES. 


MESES: GEO. P. ROWELL & CO.: GENTLE- 

In your issue of the 24th inst. I see ad- 
vertised on page 104 a book containing 300 
“Ready-Made Advertisements,” which will besent 
to any address on receipt of $1. Inclosed piease 
find that amount, for which kindly send oy re- 
turn mail the book. Yours very truly, Vv. 
FORREST, Advertising Manager The Gurdon, 
Manchester, 

The book of "Ready- Made Advertisements con- 
tates: more than 400 advertisements, and will be 
ant ~~ ddress, Wake upon receipt of one 

lar, GEO, P, ROW L & CO., 10 Spruce St., 
w York, 





yo 











SU. /PPI. IES. 


( \ AUGE PINS, 3 for 10c. PRINTERS SUPPLY 
¥ CO., Grand Island. Neb. 


J i HIS paper is — d w ith ink manuts ac’ sured 

by the W. D. WILSON PRINTING INK ¢ 
Ltd., 17 Spruce St., ‘i York. 
cash buyers. 


Spec: jal prices e 


PRINTER 'S MATERI. iL. 


\ ODERN MACHINERY, new and rebuilt. 
4 Material, new and second hand 
Type, new only, at foundry prices and dis 
counts. 
uality above price. 
From a cylinder to a bodkin. fur nishe ~. 
CONNER, FENDLER & C\ . Y. City. 
Se anal 


"EXCH. ANGE, 


{,XCHANGE what you don’t want for some 

vi thing you do. If you have mail order names, 
stock cuts or something similar, and wait to e 
change them for others, put an advertisement in 
PRINTERS’ INK. There are probably many per- 
sons among the readers of this paper with whom 
you can effect a speedy and advantageous ex- 
change. The price for such advertisements is 
25 cents per line eachinsertion. Send along your 
advertisement. 


~~ 
NEWSPAPER BARGAINS. 
vy WEEKLY in Ohio, easy terms 
$1 .00 $1,600 weekly in Virginia, one-ha'f 
ca $2,000 weekly in New England, one-half 
casn, 

For a practical man with $1,000 cash a good 
opening in New Jersey. Death the cause. AnIn- 
diana property paying about $3,000 a year can be 
bought. 

Owner writes $12,500 will buy a monthly—pays 
about $7,500 a year—if bought at once 

Those who mean business are invited to visit 
or correspond with 

C. F. DAVID, Abington, Mass., Confidential 
Broker and E xpert in Ne ee rP roperties. 














+e — 
PREMIUMS. 


i ELIABLE goods are trade builders. Thou- 

sands of pagpentive premiums suitable for 
[Spee armlghvee others from the foremost manu- 
acturing and wholesale dealers in jewelry and 
kindred lines. 700-p. ill’d list price catalogue 
free. 8. F. MYERS CO., 48-50-52 Maiden Lane, N.Y. 


JOOR ea CHANCI! 

5% by 6% inches in size, 
illustrations. Substantially bound in cloth, 
covers stamped in colors and silver. An ele- 
vating, inspiring book for the American youth. 
A true and interesting narrative of the long list 
of poor American boys who have risen to success 
and fame either in public life, the professions or 
the world of commerce. Should be given to ev 
ery American boy as an incentive to pluck, se if- 
reliance and instruction. Written in a style 
which boys will read. A splendid premium arti- 
cle for publications or the mail order trade. Ad- 
dress HENRY ALTEMUS CO., Pubs. ‘Philadelphia. 
——_+o+ 

_BOOKS 

940 BLOOMFIELD ST., 

940 HOBOKEN, N. J., May 10, 1901. 
Messrs. Geo. P. Rowell & Co., 10 Spruce e St.. N. Y.: 

DEAR Strs—Thank you for your sted oh ss in 
sending copy of “ Ready-Made Advertisements ” 
I have been much interes sted in the installments 
of them as they have appeared in the “ Little 
Schoolmaster,” and jumped at the chance of get- 
ting a compilation of them without mutilating 
my own file. 

You have certainly selected a most desirable 
form and size for this little work. It is conven- 
iently referred to, and the index I find very com- 
»lete. Perhaps the most meritorious part, though, 
is the introduction. Its suggestions as to the 
steps by which good “ads” are built, the medi- 
ums for giving them publicity, and your hints of 
ne geal secrets and genera ‘typokrap phical ef- 

ct must prove, I fancy, woh mye e alike to re- 
cruit and veteran in the ranks of advertisers. 

It should run through many editions. 

Very truly yours, Wa C. W. DURAND 

The book of “ Ready-Made Advertisements’ 
contains 504 advertisements and will he vent to 
any address upon receipt of 

GEO. P. ROWELL & CO., 








by John Habberton, 
280 pages, 136 








$1 
10 Spruce St., N. Y. 


PRINTERS’ 


INK, 


MISCELLANEOUS. 


Vy TILL exchange space with weeklies and mail- 
order papers. INDEPENDENT, Grant, Mich. 


N ORPHINE, opium, laudanum, cocaine and 
4 liquor habits pe rmanently and painlessly 
cured at home. No detention from business ; 
inconvenience ; action immediate] leaves sys- 
tem of patie nt in natural, healthy condition, 
without desire for drugs. Cure guaranteed for 
$10. Write for eno DR. LONG CO,, At 
lanta, Ga. Reference: Capital City National 
Bank, Atlanta. 





eS 
ADVERTISING NOVELTIKS. 


QF 0 IN genuine Confederate money for on's 
Do 2c. CHAS. D. BARKER, AUlanta, Ga. 


I ICYCLES and tricycle wag a e Me ey Factory eter 
er. Write ROADSTER SHOPS, Camden, N.J 
ee warmest of all P PRINTERS’ Ink babies is THE 

AD-WRITRR, St. Louis. Ten cents brings 
sample copy. World’s fair City, 1903. 


OR the purpose “of | inviting announcements 
of Advertising Novelties likely to benefit 

reé well as advertiser, 4 lines will be in- 
serted under this head once for one dollar. 








ADDRESSES, 


ADDRESSES of Indiana farmers 
= new and up to date. $1.0 per 
thonsand postpaid. Cash with order. Address 
NEWS PRINT NG CO., Birdseye, Indiana, 


PRINTERS’ INK : GENTLEMEN—Inclosed find $1 
in postage stamps, for which please forward 
your hook of Ready-Made Advertisements, as de- 
scribed on page 54 of your issue PRINTERS’ INK of 
May 22d. Yours truly, A. OTTENHEIMER, Harting- 
ton, Nebraska. 
The book of Ready-Made Advertisements con- 
tains more than 400 advertisements, and will be 
sent toany address, post a u ae receipt of one 


50 00 


dollar, GEO. P. ROWELL , 10 Spruce St., 
New > 
ee 
NEWSPAPER POSITIONS. 
ERNALD’S Newspaper Men’s Ex- 
change is not an asylum for in- 
competents. Over 50 per cent of its 


candidates are ge Baad graduates with 
from three to fifteen years of practical 
newspaper experience. Over 85 per 
cent are already in positions, but are 

seeking advancement. lorrespond- 
ence with employers solicited. Tele- 








hone 659-2 Me 15 Cedar Street, 
pringfield, 
BUSINESS } OPPORTUNITIES, 








— — your r business by publishing a 

per of your own on an economical 

ll “Road or full particulars. J. HARTLEY, 
15 Vandewater St., New York. 


A? N exceptional opportunity for a practical sub- 
2 stantial printe: = Modern plant, cost $22,000 
three years ago. bought chea >» on long 
time, one-third cash. 1 rent free, $1.000, high-class 
work, monthly, goes with office. New York City 
office. Address “ B.,” care Printers’ Ink. 


H® RE is your dollar. Please mail me at once 

Pod Ready-Made Advertisements. Yours 
etc., W. L. THORNDYKE, Loveland, Colo. 

oa book of Ready-Made Advertisements con- 
tains more than 400 advertisements, and will be 
sent to an y address, poet aid, - - receipt of one 
dollar. GEO. P. ROW tL & , 10 Spruce St, 
New York. 


Sine Publishers of Trade and Class Journals—It 

is almost a foregone conclusion that you 
feel the need of a Chicago representative, one 
capable of looking after the business end as well 
as to contribute news notes, gossipy correspond- 
ence, etc., pertinent to the interests you repre- 
se nt. { have a plan which will readily commend 
it to you because it is both economical and 
meritorious. Address * PUBLISHER,” 941 Stock 
Exchange Building, Chicago. 





PRINTERS’ INK. 


FOR SALE. 


| hg ae ISHED, monthly, financial magazin 
| for sale. Fine cee. Address © D. 
BURTON, Detroit, Mich 


38% Sano Cranston drum tapelens, air springs, 
W ANNER'S RINTERS’ WARE- 
HOU sf’: 298 Dearborn St., Chicago. 


OR SALE-—Philadelphia weekly newspaper ; 
Re publican ; ; fine opening fora politi al “ql 
reer. Low price. BRADNER, Station“ Phik 


85 00 BUYS a 
J? 


county seat 
W ill clear purchase price 
care Printers’ Ink. 


kK /R SALE—Old established newspaper and job 
printing business within 25 miles of New 
York City. verything in aol condition. Mod- 
ern type and machinery. Reputation for first- 
class work. Inventories at $5,000; will sell for 
$3 - $1,000 down, balance in installments, or 
eash. This is worth a Address 

“QU ite K SALE,” care Printers’ 


E VERY issue of PRINTERS’ INK is religiously 
4 read by many newspaper men and printers, 
as well as by advertisers. If you want to buy a 
paper, or to sell a paper, or type or ink, the thing 
to do is toannounce your desire in a classified 
advertisement in PRINTERS’ INK. The cost is but 
25cents a line. As a rule, one insertion will do 
the business. Address PRINTERS’ INK, 10 Spruce 
&+., New York. 


1) bg GEO. P. ROW ELL & CO.: GENTLE 

MEN-—For the inclosed $1 send me a copy of 
Ready Made Advertisements agg Retailers. Ad- 
dress Y — F.S. WATERS, 377 Warren Ave., 
Chicago, Ill 

The book of Ready uate 
tains more than 400 ‘adver 
sent te any address, pos 
one dollar. GEO, P, ROW 
St., New York. 





Democratic weekly in 
town in California. 
in two years. “D.,” 











Advertisements con- 
‘ —, and will be 

maid, upon receipt of 
SLL & CO., 10 Spruce 





tor - 


AD VERTISING MEDIA 
Ts CHRONICLE, Princeton, Ky. 


Ts GOLFER, Boston. Oldest golf publication 
in America. 
[HE GOLFER, Boston. 
in America, 
4 he ~ GOLFER, Boston. 
in America, 
ble ~ GOLFER, Boston. Oldest golf publication 
in America, 
TH GOLFER, Boston. 
in America. 
T HE CHRONICLE, Princeton, Ky 
weekly in plain figures. 
I ARDWARE DEALERS’ MAGAZINE, sam- 
ple copy 10 cents, New York City. 
T° reach mail-order r buyers at 10c. 
AGENTS’ GUIDE, Wilmington, Del. 
DF 4 CENTS a line for 100,000 circulation. SOUTH- 
40 ERN MAGAZINE, Albertville, Ala. 
Vee ERTISING agents serving their clients 
honestly, call up TOILETTES ; estab. 1881. 
1 INCH $1-— 25,000 clroutason 
FARM AND HO 


Oldest golf publication 


Oldest golf publication 


“Oldest golf publication 


- is rated 1,800 





line, use 


“ig meorenig 
:, Homer, Mich. 


4 WORDS, 5 times, 25 cents. DAILY ENTER- 
PRISE, Brockton, Mass. Circulation 6,800, 


i ip reach mail order buyers,try PENNY MONTH- 
LY ; 10c. a line; cire’n 25,000; Youngstown, ©, 
Pe Middleburgh, Pa., 2,000 circulation week- 

ten cents an inch, brings most satisfac- 
tory hey 


CENT a word, 25,000 circulation guaranteed. 
No ads taken for less than 2c. FARM AND 
HOME, Homer, Mich. 


EACH the best Southern farmers by planting 
your adsin FARM AND TRADE, Nashville, 
Tenn. Only 10c. a line. 


A* VY person advertising in in PRINTERS’ INK to 
4 A amount of $10 or more is entitled to re- 
ceive the paper for one year. 


HE STAR, Wichita, Kan., reaches over halt 


the rural families in Sedgwick Co., pop.45,000, 
though there are 14 other local news weeklies. 


29 


DVERTISERS’ GUIDE, Sow Basket N, J. 
Circulation 5,000. sample free Mailed 
Soueellt gaan 25c. Ad rate, 10c. line. Close 24th. 
I EFORE buying or seluing a farm read FARM 
LOANS AND CITY BONDS, 155 La Salle St., 
Chicago, lil. Sample copy 10 cents ; one year, $1. 
JRESS - REPUBLIC, Springfield, ©. Leased 
wire Associated Press report. Sworn circ’n 
guarant’d by Citizens’ Bank to exceed 8,000 daily. 
V 1AN SUN, one of the leading weeklies of the 
Cherokee Nation. Ads in its columns at- 
WEEKS & CHAPMAN, publish- 





tract attention, 
ers, Vian, I. T. 


6 age are others, but none so practical and 

helpful as THE AD-WRITER, St. Louis. 
World’s Fair City, 1908. 10 cents brings sample 
copy ; $l a year. 


2 you wish to reach the bottling trade of this 
country, advertise in the AMERICAN CARBONA- 
TOR AND BOTTLER, 67 Liberty St., New York. Es- 
tablished in 1881. 
( NLY 50c. ib count for each insertion in entire 
list of = de panes J papers, located mostly in 
New York, New Jersey and am ee me ol UNION 
P RINTING CO, 15 Vandewater St., 


Bier hare culture is most profitable pas- 
time. If interested, free sample BELGIAN 
HARE NEWS, Chicago, is very interesting; 
10,000 circulation ; greatest hare adv. medium. 


JUBLISHERS and others with premium goods 
to sell please send catalogues and prices to 
THE PATHFINDER PUB. CO., Pathfinder Post 
office, Dist. of Col. (av. cir. 30,000, 10 cents an 
agate line). 


I RISTOL (Fla.) FREE PRESS is a country 

weekly with a circulation of 300 copies every 
week , published at Bristol, the county seat of 
Liberty County and in the center of a very fer- 
tile agricultural district. 


ZELGIAN HARE RECORD, Macon, 32 
pages. Only journal having an English’ de- 
partment supplies sd by English judges and wrens 
ers. Send 2c. stamp for sample copy ; ry 
subscription. Special adv. rates on application. 


‘&' 9 Bi Lai Florida. Read and advertise in 

Key West ADVERTISER, the only news- 

as - 4 Sublishe din the most southern — 
in the U.S. Established 11 years; 8 fol. 
Only 90 miles from flavana, Cuba. J.T. Ball, 


EACH THE YOUNG PEOPLE. They are nt 

buyers of novelties and small articles. Spe- 

cial half rate for July, August and September of 

15 cents a line or $1.50 an inch for the six issues. 

RURAL YOUNG PEOPLE, 
Milton, Pa. 


MASSAIC CO. PR 
Nine 8-pa, page —- suburban papers, 12 to 
15 miles from ~ City. Total circulation, 
2,600. Classified ads, 5 lines, 50c. per month. 
Display advertisin, iy 40 per inch per month. 
_— office, 266 Mk Street, Paterson, New 
ersey. 


T= ANNALS OF GYNECOLOGY AND PEDI- 

ATRY—the only journal in New England de- 
voted to gynecology, obstetrics, abdominal sur- 
gery and the diseases of children. Fourtee nth 
year, strongly established. $1:50 t year. Ad- 
vertising rates u pon application, THE 9 ANNALS 


PUBLISHING CO., 148 Pearl § St., Boston, ‘Mass. 


TT! Wrightsville TELEGRAPH is the only all 

home print powepante published in the 
eastern section of York Co. It covers the richest 
section of Pennsylvania and goes into the homes 
of well-to-do farmers eve week. It carries 
eighteen to twenty columns of advertising. For 
rates ress 2 TELEGRAPH PUB. CO., 
Wrightsville, Pa. 


FFIDAVIT—I, K. P. Boyle, publisher of the 
Houston WEEKLY TIMEs, beingduly sworn, 
say that the average number of a, —_ 
issue printed and circulated ms Janunry 
of the paper, has been 1, BOYD E ’ Pune 
lisher, Subscribed and sworn to A me, this 
lith day of January, 191. 8S. E. Tracy, Notary 
Public in and for Harris County, Tex. 
66 OVE NEW POSSESSIONS” should be in- 
cluded in the territory covered by your 
advertising. “ Our new people” are craving for 
your goods. Tell them what you have by adver- 
tising in our list of over five hundred newspa- 
ers of Cuba, Porto Rico, Mexico, Central and 
suth America. Send for rates. 
OPTIMUS & CO., 194 Broadway, New York. 


Mo., 





semi - monthly, 
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ie REVIEW, Brady, Neb.—four-page weckly. 

Only news = gow m eastern Lincoln County, 
a growing and prosperous farming country. 
Adv. rates reasonable. Send for sample copies 


[= FREIE PRESSE, Wilmington, Del. The 

only German newspaper—a daily 21 years in 
existence - published in Delaware, and the only 
one beiween Philadelphia, Reading and Balti- 
more. 

If you want to reacha good German trade, 
— your advertisement in the columns of 
lis paper. Results prove the value of the me- 
pial yrite for sample copies and advertising 

rates. 





a you wart to reach the boys and girls of 
America you should place your advertise- 
ment in YOUNG PEOPLE's HERA!D, a monthly 
journal of success, inspiration and self-culture. 
Mugnificently illustrated. Beautiful cover de- 
signs printed in from two to four colors. The 
be-t magazine issued for boys and girls. Sample 
copies free ; 50 cents per a 
KOWAN PUB. ¢ 
Bellefontaine , Ohio. 


YEO. P. ROWELL & CO.: GENTLEMEN — In- 

¥ closed find money order for $1, for which 
please send your hook called “ Ready-Made Ad- 
vertisements,” and oblige Very truly yours, A.W. 
COLLIER, rab. Trinity Valley Herald, Bridge- 
port, Texas 

The Rack of Ready-Made Advertisements con- 
tains more than 400 advertisements, and will be 
sent to ae! scarem pom id, upon receipt of one 
dollar. GEO. P. WELL & CO., 10 Spruce St., 
New York. 

Sige best adv’g me dium i in Dodge County,Minn. 

the greatest agricultural and dairy region 

in the State—is the DopGE COUNTY REPUBLICAN. 
Est. 1867. Through no other source can the well- 
to-do constituency of this paper be reached so 
economically as through the REPUBLICAN. All 
home print. The best equipped country printing 
establishment in the State. The REPUBLICAN cai- 
ries more ads, ata higher rate, than any paper 
in Dodge County—it re ches the pe ople. For rates 
and samples address B. A. SHAVER, publisher, 
Kasson, Minn. 


+o - 
MAILING LIST GALLEYS FOR 
1 =*) INCHES by 2 28 inches. 


SALE, 


Cherry sides, 





“ zinc bottom. Will sell all orany part 
of 400. Address THE ETUDE, Philadelphia, Pa. 
a ad 
FOREIGN LANGUAGES. 

6 ey =a in Russian, Ger- 
man, French, Polish, Hebrew, Hungarian, 
Spanish, Chinese, ete. Wo: gu: uaranteed EC 


INTERNATIONAL 
New York, Tel., 981 Franklin, 


slates furnished. 
Yew Chambers St., 


PRINTERS, 


W ae ou need office stationery send sample 
of what you are now using and let me quote 
prices. It will cost you nothing and will probably 
save you many ‘ollars. High grade work at low 
grade prices. WILC( »X, THE PRINTER, Milford, 


New York. 

[ >BINTING — High-grade, artistic results. By 
reason of low rents and cheap living ex 

penses, expert mechanics in this office can turn 

out neater office stationery and other printing 

for less money than elsewhere. Submit sample 

for estimate. POST, Middleburgh, Pa 


WE print an attractive, booklet, 8 pages, 
3x5 inches in size, wire stitched, fine paper, 
color of ink, 1,000 booklets for $10; 5,000 for 
Re illustrations and writing copy, if so de- 

ake a small additional charge. 
PRINTERS? INK PRESS. 10 Spruce St., N. Y. 


—7 PEWRITER circulars, noteheads, letter- 
heads, billheads, envelopes, pamphlets, book- 
lets. circulars at bottom prices Medicine co. 
work solicited. Send eamples of what you want 
and we will shots 5 Ps pric es that will save you 
money. STANDARD P°T’G co., Leesburg, Ind. 


\ TE = enters for. printi ng for any part of the 
Bodklets folders, circulars, letter- 

pat, ottebendh. envelopes, statements, bill- 
heads, pamphlets, cards, best work at lowest 
prices, Fine catalogue work a specialty. ‘end 
us samples ef what you want and we will quote 
you prices that will save you money. All orders 
have our prompt attention 
ROWAND PUB. co. 


s. 











Box N.N. 
Selle fontaine, Ohio. 


PRINTERS’ INK. 


4DVERTISEMENT CONSTRUCTORS, 


RTHUR F.. SWETT, Omaha Building, Chicago. 
va Mail order business only. 


Was me about my business bringing ads. 
H. L. GOODW VIN, Malden, Mass. 





ha dollars for a four- page booklet. E.G. 
HINES, 209 West 43d St., New York. 


\ 7M. WOODHOUSE, JK., Trenton, N. J., writes 
advertising that inspires confidence. 

I ITTLE talks that hit the heart of yaar busi- 

4 ness. JED SCARBORO, Brookiyn, N 
‘ie a dollar’s worth of Peterson’s Pertinent 
Paragraphs. P.O. BOX 77, Buffalo, N. Y 

\ ELVILLE E. TRUX, Hartford, Conn.. writer, 

4 illustrator, printer. Fine booklets specialty. 

I ETAILERS, add a mail order department. 
GEO. R. CRAW, 115 Dearborn St., Chicago, Ill. 


IRETOL Dropsy advertising is our work. 
Send your label, M. P, GOULD CO.,, Ben- 
nett Bidg., N. Y 


WANT to write your a Po Vil not rob = 








if you Jet me. MAJ. B. FRANKLIN WA 

235 W. 24th St., N. Y. 
V JE REVISE, EDIT AND CRITICISE ADVERTISING 

MATTER. WRITERS’ AID ASSOCIATION, 1436 
AM. TRACT BUILDING, NEW YORK 
S ET i pecate to talking about your store. My 

will do it, for $5 a # & »r month. ED- 

Ht 8. KARNS, a347 EK. 42¢ hicago. 
}- 50°: sent me will brit g yo you an ad which will 
9) increase your trade. is just to get 


This 
acquainted. C. B. PERKINS, 32 Globe Building, 
Boston, Mass 


®* TACK THE JINGLER’S ” best of fads 
Is writing rbyming business ads, 
os pith and point, for every use. 
s New York address is 10 Spruce. 


A BARGAIN for storekeepers. Ten original, 

business- ri og Paci ne ments, to fit 4 
inch space, for . isfaction guaranteed 
STAR ADW KITE RS, Siar Bi sldg., Washington, D.C. 


AUNCHING a new business! Whether it will 

4 bean acne liner or a —— may depend 

on_the advertising. Let us start you right. 

SNYDER & JOHNSON, Adve rising Writers and 
Agents, Woman's Temple, Chicago 


i ENRY FERRIS his [HF 1 mark, 
1049 Drexel Building, Philade)phia. 
Adwriter and designer, sometimes adviser. If 
you simply want better advertising, and don’t 
know how to get it, come and see me. If you 
know just what you want, write. 


W E offer intelligent service in writing and il 

lustrating advertisements effective, well 
written, nicely dixplayed ads Advertisements 
put in type = electrotypes furnishe; d. Wedo 
all or any desirec Ae of this work. Price rea- 
sonable. GE ORGE P. ROW ELL & CO., 10 Spruce 
3t., New York. 


ee fem world gives its admiration, not to the 

man who does what nobody else attempts 
to do, but to the man who does best what multi- 
tudes do well.”” We write convincing advertis- 
ing and Betrate it too if you like. 

HEBER MACDONALD CO.. 
St. James ee New York, 
Phone 1748 Madison Sq. *way & 26th St. 


N ESSRS. GEO. P. ROWELL & CO. : DEAk Sirs 
4 —In answer to your ad in PRINTERS’ INK re 
Ready-Made advertisements, inclosed you will 
lease find one dollar. Please forward at once 
n»00k called Ready-Made Advertisements and 
oblige Yours truly, 8S. HERRINGTON, Blyth P. O., 
Ontario. 

The book of Keady-Made Advertisements con- 
tains more than 400 advertisements, and will be 
sent to any address, postpaid, upon receipt of one 
dollar, GEO. P. ROWELL & CO., 10 Spruce St., 

vew York. 


DWRITERS and designers shoulda use this 
4 column to increase their business. The 
price is only % cents a line, being the cheapest 
of any medium published, considering circula- 
tion and influence. PRINTERS’ INK has over one 
hundred imitators, yet PRINTERS’ INK covers ail 
their territory besides its own chosen field. A 
number of the most snecessful adwriters have 
won fame and fortune through persistent use of 
this column. They began small and kept at it. 
You may do likewise. Address orders, PRINT. 
ERS’ Ink, 10 Spruce St., New York 
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Neat, tasty booklets secure the atten- 
tion of refined men and women. And if 
the argument is of sufficient interest they 
will read and probably preserve them. 

Styles in type, as well as in clothes, 
change. We have always the latest and 
most attractive types, borders and orna- 
ments in stock—the whole outfit which is 
indispensable to produce the most striking 
effects in booklets, folders or circulars. 
All the printing we do is always done 
from the standpoint of effective adver- 
tising. Our charges for good printing 
—printing that brings business — are 
moderate. One thousand 8-page book- 
lets, 3%x5'% inches, any color of ink, 
wire stitched, for ¢$10—5,o00 for $26. 
Sample free on request. 


Printers’ InK Press, 
10 Spruce St., New York. 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 


t@ Issued every Wednesday. Ten cents a 
copy. Subscription price, five dollars a year, 
in advance. Six dollars a hundred. No back 


numbers. 

tr Being printed from plates, it is always pos- 
sible to issue a new edition of tive hundred cop- 
ies for $30, or a larger number at the same rate. 

ta Pu -ublishers desiring to subscribe for PRINT- 
ERs’ Ink for the benefit of oe See may,on 
application, obtain special con: tial terms. 

tar If any person who has not paid for it is re- 
ceiving PRINTERS’ INK it is because some one has 
eubse in his name, Every paper is stopped 
at the expiration of the time paid or. 
ERTISING RATES : 

Classified advertisements 25 cents a line: six 
words tothe line; pearl measure; display 50 cents 
a line, 15 linesto the inch. $100a page. Special 
position twenty-five per cent additional, if grant- 
ed; discount, five per cent for cash with order. 


OFFICES: NO. 10 SPRUCE ST. 
London Agent, F.W. Sears, 0-52 Ludgate Hill, E.C. 


NEW YORK, JUNE 19, 1901. 











Buyinc ‘advertising space in a 
good newspaper is almost equiva- 
lent to buying trade. 





THE leading news topic of a 
certain day or week often makes 
a good leading idea for an ad. 
Observe how Tesla’s ‘Message 
from Mars” was utilized for this 
purpose, 





No medium is absolutely worth- 
less. A poor medium is poor, 
solely because its rate is too high, 
or the cost of transporting copy 
or correspondence to it too expen- 
sive for the possibilities attainable. 


ALL ads come very near being 
aimed in one of three directions— 
at the human stomach, the home 
or the adorning of the human 
body. For proof, see current ad- 
vertising and try to find one per 
cent of ads that aim elsewhere. 





THE funniest caricatures that 
appear anywhere are those of Op- 
per in the New York Journal. 
Some of them are wicked and 
mean, but they serve the purpose 
for which they are intended and 
are the successes of the year. Is 
Davenport a dead duck? 





THE circulation affidavit is a 
thing of art, not of utility. Its 
purpose’ is to dazzle—not to con- 
vince; and, anyway, nobody need 
worry about it, for it approaches 
even now the d ay of its extinction. 


—Newspaperdom. 


Forty per cent of the appropria- 
tion for the ad—sixty per cent for 
taking care of the results—is a 
good formula, according to one of 
the Little Schoolmaster’s pupils. 





THE world will be pleased to 
read the following explanation by 
the Chicago Record-Herald, even 
though it seems to have a sort of 
half apologetic air: 

Chicago has more freaks in 
portion than other places. We 
how to use them for advertising 
poses, that is all. 


no pro- 
know 


pur- 





THE general passenger depart- 
ment of the Michigan Central 
Railroad Company deserves credit 
for a number of handsome speci- 
mens of railroad advertising it has 
recently issued. Conspicuous for 
excellence are two booklets enti- 
tled respectively, “Detroit the City 
of the Strait,” and “Buffalo Illus- 
trated.” They are 434x6 inches in 
size, full of halftones, and the de- 
scriptions of both cities, their his- 
tories, attractions and prospects 
are interestingly written and of 
practical value, making them ad- 
vertising of the best sort. 


Many billboards in the large 
cities contain a poster that is just 
now attracting much attention. It 
is of mammoth size and represents 
a highwayman in typical Western 
garb, with a mask over his eyes 
and a large revolver in his hand, 
holding up passersby with the 
command: “Stop! Have you any 
Gold Dust? If not, get some at 
once.” The New York World of 
Sunday, June 2, contained a col- 
ored reproduction of the picture 
and gave a lengthy account of how 
a young lady in Des Moines, Ia., 
was almost driven insane by the 
poster confronting her while she 
was sick abed. On the same page 
was published a parallel in fiction, 
a study of insanity, a story of 
nervous woman who was driven 
insane by the peculiarly repellent 
yellow wallpaper in the room 
where she was obliged to remain 
for three months. The Gold Dust 
poster is very startling and pe- 
culiar in that the man appears to 
see in every direction at the same 
time. 
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Your window dresser should 
be a bit of a showman. The mis- 
sion of the shop window is to en- 
tertain as well as to interest and 
instruct. 





Printers’ INK indorses every 
word of the following extract from 
editorial in the New York 
Press: 

The Hon. Joseph H. Manley, 
announced that he is a candidate for 
the nomination of Governor in Maine, 
should have an easy time of it. In the 
first place, there is no other man who 
has done so much for Republicanism in 
his State since the civil war, ex-Speaker 
Reed’s and Mr. Blaine’s services in that 


who has 


time being devoted entirely to national 
affairs; in the second place, there is 
no man in his State, and mighty few 


out of it, who can give him points in 
bagging game which he sets out to get; 
in the third place, he will make an Ar, 
gilt-edged, guaranteed Governor. Since 
Mr. Manley is “out” for the office it 
is in order to take off our hats already 
to the Governor. 


Advertising, of Chicago, one of 
the exceptionally excellent of 
*PrINTERS’ INK babies,” says: 

It is the practice among some adver- 
tising papers to frequently take a shot 
at Printers’ INK, regarding its prac- 
tice of quoting from other papers. If 
Printers’ INK is an expert clipper of 
other papers’ matter, it is probably in 
the spirit of Mr. Raymond, of the En- 
quirer, who used to remark that you 
can clip a great deal more interesting 
paper than you can write. It is no 
mean job to get out a paper fifty-two 
times a year—perhaps it would be im 
possible to make a readable weekly with 
out the help of the paste- pot and shear. 
PRINTERS’ INK, however, gives the sub 
scriber the worth of his money in 
original matter, and the selections that 
are .made from other papers are “so 
much velvet.’ 

It is a policy of 
ment of Printers’ INK to reprint, 
for the use of advertisers, all the 
stuff that’s going that is worth 
an advertiser’s while to read. It 
is the function of the Little School- 
master to excite thought. A quo- 
tation may contain valuable advice 
or the opposite. If it is original, 
or useful. or funny, or ridiculous 
to a sufficient degree, it gets a 
place in PRINTERS’ INK, and the 
editor thereof has occasion to 
thank God daily that he cannot be 
held morally accountable for the 
idiosyncrasies expressed in the 
items he scissors from his contem- 
poraries. His own are quite 
much as he cares to stand for. 


the manage- 


as 
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THE advertiser should not let 
precedent stand in the way of 
progress. 





A TRADE phrase needs both sense 
and euphonism. “A _ million a 
minute” used to distinguish a cer- 
tain cigar. It has the latter qual- 
ity—but what does it mean? “Ali 
the news that's fit to print” meets 
both requirements. 





A FAREWELL luncheon was of- 
fered to Senator Fulford (pro- 
prietor of Pink Pills) at the Hol- 





born Viaduct Hotel, London, on 
May 29, on the occasion of his re- 
turn to Canada, Walter Wells- 
man, C. C., in the chair. The 


— Morgan Rich- 
O. Johnson, 
York; R. E. 


guests were: 
ards (vice chair), L. 
Brent Good, of Siew 
Queen, of San Francisco; Colver 
Gordon, R. J. Davis, Captain 
Lund, Ralston Balch, T. R. 
Clougher (London correspondent 
of the Toronto Globe), Segismund 
Kutnow, W. H. Fassett, G. M. 


Moore, John Morgan Richards, 
Jr.. Nelson Richards, T. Rus- 
sell. Mr. Wellsman in proposing 
the toast of the occasion, com- 
pared the Senator to a bird of 
passage. Mr. Fulford, he said, 
came with the springtime, but un- 


fortunately he did not wait to go 
away with the swallows. That 
gentleman, in reply, said that he 
could not wait to go away with 
the swallows, he would return 
pretty soon after them; it was his 
intention to spend November and 
December in England, but he 
must return to devote the rest of 
the winter to his Parliamentary 
duties in Canada. No man valued 


more than himself the pleasure 
and advantages of the old coun- 
try. not least such hospitable oc- 
casions as this, and if his duties 
did not call him elsewhere he 
would gladly remain. But Canada 
after all was his own country. 


People who only lived in Europe 
did not know what they missed. 
Canada was the most magnificent 
country in the world; it had the 
most magnificent resources: it 
presented the most magnificent 
opportunities. All it wanted was 
people. As an instalment the Sen- 
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ator bade the company present re- 
member that when they found 
time to cross the Atlantic, they 
were expected to pull his latch 
string, and they would be sure to 
find him at the little place on the 
banks of the St. Lawrence. Mr. 
Brent Good (who said that he 
read the other day in the New 
York papers that the Canadian 
Senators were all hoary-headed 
old bears of seventy and eighty), 
Mr. Queen, Mr. Johnson and the 
vice-chairman were among the 
other speakers, 


THE directors of the Merchants’ 
Association of New York met 
Monday, June 10, and elected offi- 
cers. William F. King retired 
from the presidency. Under his 
management the institution has 
grown to be a power in commer- 
cial matters. The broadening of 
its scope and its growth of power, 
in fostering the trade and com- 
merce of New York, has been due 
in a large degree to the efforts of 
Mr. King. It became evident to 
him that municipal conditions af- 
fecting the tax rate of the mer- 
chants in New York were serious 
factors in trade competition; and 
under his administration the 
sociation has sought and is seek- 
ing to remedy these conditions 
from a non-political standpoint. In 
his statement made on _ retiring 
from the presidency, Mr. King 
said that the association has shown 
the people of the city the useful- 

f such a public body, and 


as- 


ness of 
that since 1897, when the associa- 
tion was formed, primarily to cope 


with the railroad situation, its 
work had increased rapidly and 
had often made larger financial 


demands than were met by its reg- 
ular income; situations obviated 
by the patriotism of its members; 
the various undertakings of the as- 
sociation were well known to busi- 
ness men; that it has benefited 
the taxpayers and the business in- 
terests of New York to a large 
extent by relieving them of dis- 
criminate charges, and by oppos- 
ing and defeating the Ramapo 
scheme,, the five per cent interest 
bill, the tax listing bill and others 
of similar nature. He remarked 


INK. 


that it has fought for better har- 
bor facilities, and was the main 
instrument in overthrowing the 
recent Raines bridge bill. In phi- 
lanthropic work it has collected 
and disbursed great sums of mon- 
ey for the relief of those suffering 
from calamity, as at Galveston, for 
instance. Since July 1, 1897, Mr. 
King said the association had sent 
10,367,568 pieces of literature to 
merchants of the United States in 
good standing, and that this litera- 
ture has been one of the means of 
keeping New York as a market 
before the merchants of the coun- 
try and in successfully prosecut- 
ing legislative work. He observed 
that the work of the association 
has been one which no_ other 
public body has been eauipped to 
do; that it was unique in its way 
and explained itself by its results. 
The indebtedness of the associa- 
tion has been reduced to about 

000 owed to Mr. King, and he 
remarked if the public did not re- 


spond in the payment of it he 
would donate the sum, together 
with the gratuitous services he 


had already rendered, as a contri- 
bution to the work. 
ena 


A REALLY GOOD MEDIUM. 


To our mind, the haranguing 
and vituperation, at the expense 
of the advertising agent, heard 


nearly always where two or three 
newspaper men are gathered to- 
gether, is crass lunacy. In our 
years of observation and acquaint- 
ance among newspaper men of all 
classes and in all sections of the 
country, it has been found to be 
the clearly defined rule that the 
publisher with a good medium, 
who has a growing property and 
is making money, is never heard 
indulging in tirade and anathemas 
at the expense of the advertising 
agent. Two to one, if he have a 
good circulation whose volume he 
satisfactorily proves up, and be’ 
careful in the matter of credits, 
he is carrying a considerable an- 
nual volume of business received 
from agents—and as likely as not 
netting better money from it than 
from much of his local advertis- 
ing.—Newspaperdom. 
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IN EVEN THOUSANDS. 


Sometimes a newspaper man, in 
making numerous positive and 
definite circulation reports with- 
out keeping copies, is led to issu- 
ing statements that do not jibe. 
The editor of the American News- 
paper Directory receives so many 
of this sort that he has been 
obliged to adopt a special mark to 
designate the papers that issue 
them. The paragraph printed be- 
low sets forth the exact meaning 
accorded to the mark. 

(++) These + plus and minus signs indicate 
that distinctly separate circulation statements 
made by this paper at different times, but cov- 
ering the same period, fail to agree. This is 
doubtless a circumstance going to show that 
there exists, at the office of the publication, a 
failure to appreciate the value of exactness in 
information conveyed for the purpose of influ- 
encing advertisers, 

One of the publications that ap- 
pears to have fallen into the habit 
of issuing circulation statements 
that do not coincide is the Book- 
Keeper, published at Detroit by a 
man named Beach. Mr. Beach 
has more than once asserted that 
he has trouble about getting his 
circulation correctly stated in the 
American Newspaper Directory 
and asserts that the difficulty does 
not arise from any failure on his 
part to supply circulation state- 
ments. Here are two, covering 
the same period: 

Detroit, Mich., April 10, 1899. 








40NTHLY TOTALS ly 
RECAPITULATED. 
ae a 
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February. 
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The circulation of a newspaper 
is correctly stated by adding the 
number of complete copies of each 
separate issue printed during the 


entire year and dividing by the 
number of separate issues. 
Detroit, Mich., Dec. 28, 1899. 


cour 797. 
january. 
50.0 oOo 
SE do 
50000 

May. 
#1], 200 
4 .O00 


uly 


99.080 


45.000 

59 e°,0 

$9000 
| "November. 

















1\Book- 
C13 


Mr. Beach is apparently right 
about his willingness to furnish 
statements. The editor of the Di- 
rectory would also appear to be 
justified in applying the plus and 
minus marks to the circulation 
rating of the Book-Keeper. It 
will be observed that in one of 
the statements reproduced, Mr. 
Beach's circulation for January 
was 25,000 copies, in the other it 
had grown to 50,000, In Febru- 
ary, 30,000 grew to 50,000, and in 
March 35,000 expanded to 50,000. 

Those who make a careful 
study of circulation statements 
learn to be suspicious of periodi- 
cals that put out editions in even 
thousands or even tens of thou- 
sands. It would seem to be a pity 
that Mr. Beach exhibits such 
idiosyncrasies in his circulation 
statements, for his publication, the 
Book-Keeper, really has the ap- 
pearance of being a_ deserving 
periodical. 








| 
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“Fame” on the Directory. 


Who originated the advertising agency system is of little importance. A 
growing need created it. One of the earliest and most successful workers, Geo. 
P. Rowell, is still in the field. He originated methods. Others followed 

A first early step in advance was the publication of a list of all the papers— 
Mr. Rowell’s American Newspaper Directory. He has never ceased to love it, 
and labor for it. Soon, out of the gross stupidity of imitation, it became a rule 
that every agency down to those of Oshkosh or Oklahoma must issue its own 
directory. An awful waste, for not more than one out of ten was worth shelf 
room. If the National Association of Advertising Agents could agree long 
enough to buy Mr. Rowell’s Directory, publish it officially and drop all the 
others, it would accomplish something.—F rom Fame for March, 1901, edited 
by Artemas Ward, advertising manager for Sapolio, 


The latest issue of the American Newspaper Directory—second quarter for 
1go1, second installment of anew century, thirty-third year of its own consecutive 
publication—is now ready for delivery. 

The circulation ratings of all the newspapers and trade publications of the 
United States and Territories and the Dominion of Canada—a grand total of 
21,844 publications—are radically revised to date. $5 carriage paid, Address 


GEO. P. ROWELL & CO., Publishers, 
10 Spruce Street, New York, 
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PABST 


If the improvement of the American News- 
paper Directory continues in the future as it 
has during the past twenty years I do not 
think I shall live long enough to see any other 
directory take its place. There will, however, 
be the usual crop of directories, just as every 
other good thing is imitated. Your long years 
of experience in dealing with evasive circula- 
tion reports have most admirably fitted you for 
placing a proper valuation upon such state- 
ments. Advertisers have come to know that 
the Rowell estimates are nearer the proper 
figure than can otherwise be obtained. The 
American Newspaper Directory is therefore 
indispensable in every well regulated advertis- 
ing department. Lines are being more tightly 
drawn every day; it is difficult to collect for 
twenty thousand when you print only eight. 
If the advertiser were buying barley he would 
not accept three pecks for a bushel, although 
the quality might at all times be open for 
discussion. 

The American Newspaper Directory is the 
guide and companion of the advertising man, 
and it is to the interests of all concerned to 
help perfect it, support it and hurrah for it. 


MILWAUKEE, Wis., 
June 7, 1901. 











NOTES. 


AN up-to-date photogr rapher adver- 
tises “new features daily.’ 

“A Century of Indian Epigrams, 
chiefly from the Sanskrit of Bhartri- 
hari, at $1 a volume, comes from 
Houghton, Mifflin & Co., Boston. 

**PUBLISHERS’ Representatives of 
New York City” is the name of a so- 
ciety at 23 City Hall Place, confined 
to special agents representing mail or- 


der papers and residing in the metrop- 


olis, 

Tue, Christian Scientists who recent- 
ly stated that through prayer the in- 
scription on their church was changed 
in one night are respectfully requested 
to intervene in the sad case of Mr. 

A. Munsey, who is engaged in writing 
his opinions of his own magazine on the 


front page.—Life. 

THE American Girl, of Cincinnati, 
has engaged the services of Mr. Lee 
Kaufman, who has been the successful 
pilot of the destinies of the Pure Food 
Co. of that city for five years, to help 
its advertisers in all advertising or mail 
order dilemmas or obstacles that may 


stand in their way. 


‘AMERICAN’ Enterprise in English 
Journalism,” by W. J. Stillman, ap- 
pears in the Saturday Evening Post 
(Philadelphia) of June 8 Mr. Still- 


man thinks the English have been little 
affected by America or vice versa, save 
two journalisms speaking the same 
languages and having similar ideals ex- 
ert a reciprocal influence upon each 
other. 


as 


“How to See Minneapolis and St. 
Paul” is the name of a neat pocket-size 
folder issued with the compliments of 
the Chicago, St. Paul, Minneapolis & 
Omaha Railroad. It really a guide- 
book to these places, as it contains ev 
erything a person would want to know 
to these cities properly. Illustra 
‘iors accompany the text and give an 
idea of what must be a beautiful part 
of the country. 


Shoe 
Weekly, 

spring 
oftering 
for 


$5 


1s 


see 


and 


run- 
compe- 


and Boots 
York, 
dressing 
$15 for the best display 
spring, $10 for the sec 
ond best, for third and a subscrip- 
tion to the publication for the fourth. 
Twenty dollars in prizes are also of- 
fered by the same publication for the 
best business bringing suggestions. The 
latter contest is open until August 14. 


Profitable Adve de- 


Retailer 
of New 
window 


THE 
Shoes 
ning a 
tition, 
of shoes 


is 


1s 


rtising for June is 


voted almost entirely to a description 
of the work of the advertising depart 
ment of the Pan-American Exposition 
at Buffalo. Every detail of the great 
undertaking is explained; 9,946,601 


pieces of advertising matter, it is claim- 
ed, have been distributed and there are 
more to come. The story well illus 
trated and contains in addition colored 
inserts of the Niagara poster and other 
special features. 


is 


A BOOKLET issued by the J. B. Colt 
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INK. 
Company, with main office 21 
street, New York, contains an 
tive and easily understandable 
on the Colt carbide-feed generators of 
acetylene gas. It describes the method 
of generation, how constructed, how 
installed, their safety and economy, etc. 
Several pages contain indorsements of 
hotels and firms which have used the 
Colt gas-generators. The booklet is 
handsome, 4x74 inches in size, with a 
tasty embossed cover. 


Sarclay 
instruc 
treatise 


recent date 


“How 


Tue Bicycling World of 
contains a voluminous article, 
the Mail Order Game Is Played.’’ The 
writer speaks of the fraud and _ false- 
hood, and “come-on” advertisements 
and circulars employed by some houses, 
and refers to the practice of using well 
known name-plates on unknown bicy- 
cles. Rival houses, says he, call each 
other liars, frauds and swindlers and 
convict themselves. Their methods, 
continues the writer, smack of gold 
bricks and green goods. The article 
an exceedingly virile and caustic one. 

THe Raymond & Whitcomb 
pany, 25 Union Square, New 
City, has made up a schedule of tours 
under special escort from New York 
to the Pan-American Exposition at Buf 
falo, which are interestingly outlined 
in a 92-page booklet 44%x5% inches in 
size. These tours are_ specially  ar- 
ranged via the N. Y. C. & H. R. R., 
with choice of supplementary land and 
water routes. The booklet gives full 
information about each trip, its dura- 
tion and cost. It is illustrated with 
halftones and as a piece of advertising 
is well worthy of attention. 


is 


Com- 
York 


the 
con 
active 
societies 
The 
York 
York 


directory of 
of New York 
the resident, 


THE tenth annual 
Scientific Alliance 
tains the names of 
members of the following 
New York Academy of Sciences, 
Torrey Botanical Club, The New 
Society of New York, The New 
Mineralogi Club, The New York 
Section of American Chemical So- 
ciety and New York Entomological 
Society. book published by the 
council Alliance under the au 
thority of the several societies. t 
comes from the of the New Era 
Printing Company, Lancaster, Pa. 


Mr. S. A. Lone, publisher of the 
Lowell (Mass.) Telegram, has a scheme 
for increasing the circulation of his 
paper during the summer months in 
which he makes hotel proprietors along 
the New England coast and mountain 
resorts his reporters. He sends to them 
a printed slip which reads, “‘The follow- 





The 
The 

The 

the 


is 
of 


press 
of 


ing Lowell people have registered at 
this hotel during the week ending” 
whatever it may be. and several blank 
lines for names, and informs them that 
by filling it out and returning it to 
him he will publish the names in the 
society columns of the Telegram. He 
accompanies the slip with a _ return 
stamped envelope. 

Says the Fourth Estate: Toseph 
Brucker, who for several years was the 
managing editor of the Jillinots Staats 
Zeitung, sailed a few days ago for Ber- 








PRINTERS’ 


lin, Germany, where he will establish a 
German-American journal of commerce 


under the name of Columbia. Mr. 
Brucker purposes to devote the paper 
to the interests of American manu- 
facturers and exporters who are seek- 
ing a larger plant in Germany. His 
plans are broader than this, however, 
for he sees an opportunity to foster 
more friendly relaticns between this 


country and Germany, to secure a bet- 
ter understanding as to the United 
States, and to wipe out prejudice. 
COMMEMORATIVE of its 
anniversary, which 
1g01, the York 


twenty-fifth 
occurred May 29, 
(Pa.) Dispatch has is- 
sued a pretty brochure of 16 pages, 
containing the history and _achieve- 
ments of the paper during a quarter of 
a century. The booklet contains facts 
and figures about indicating York’s in- 
dustrial magnitude and growth which 
in their turn helped to create the Dis 
patch. The brochure is 5%x8 inches 
in size and of perfect mechanical ar- 
rangemient. A halftone of Hiram 
Young, the founder, adorns the frontis- 
piece. The cover is in gray and silver, 
overlap style. The whole is held to- 
gether with a heavy green silk cord. 
THE 
Bullock 


any, of 


advertising department of the 
Electric Manufacturing Com- 
Cincinnati, does some credit- 
ble advertising, especially in booklets. 
't has just issued one that will be pre- 
nted as a souvenir to those who visit 
the Pan-American Exposition at Buf- 
falo. The pamphlet is 3'4x6 inches in 
ize: the pages are illustrated with fine 
ght tinted halftones of machirery 
ade by the concern. There is one 
ilustration to the page with a_ short 
lescription. Full descriptions wil! be 
nailed upon request. The cover is a 
heauty. It is lithographed, showing in 
olors the coat of arms of the United 
States on the front page, and the coats 
of all the South and Central 
Republics, including Cuba. 
- —— — 
SIXTH SUGAR BOWL. 
‘Tne DELINEATOR,” 
New York, June 6, 
PRINTERS’ INK: 
recommend that PRINTERS’ 
the Sixth Sugar Bowl to 
be awarded the best trade paper. It 
l served its purpose exceedingly well, 
namely: In making money for George 
P. Rowell, and last but more important, 
in giving impetus to hundreds and 
loubtless thousands of young men, who 
to-day, on account of the knowledge 
gained by it, are making good salaries 
s writers of advertising or engaged in 


if arms 
merican 


1901. 
Editor of 

I would 
INK be given 


some other way in the advertising busi- 
ness. If Printers’ INk’s well known 
modesty prevents its acceptance of the 
bowl, I recommend it to be given to 
the Inland Printer, that finely edited 
and beautifully printed trade paper, 
which, like Printers’ INK, has helped 
many a young man to better things and 
to a more successfu! life 

Very truly vours, 

Toun ApamMs THAYER, 


Manager Dept. of Advertising. 
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“PULLED” IN HARBOR 
SPRINGS 


Harsor Sprincs, Mich., 
Editor of Printers’ INK: 

In your issue of June 5, ae 
clips an ad from the Lyre and asks: 


June 8, 1901. 





Who is Your Dentist? | 
we I 


Dr. Boughnere 


4 DENTIST OF GRAND RAPIDS. SICH. 

Will be in HARBOR SPRINGS in 4 few days and can be found at hs office 
over the post office, where he waxll remain about fowr or six works prepared to 

do all classes of dental worr. Gold Gown and Bader Work « specialty Gold 
Every coun pearanterd 

S. DARWIN BOUGHNERE. #1. D. ne 





Crowns only 56. 


Ae 











“Do you think such horrible illustra- 
tions bring business?” For the benefit 
of “J. S.”’ 1 will say emphatically that 


the ad in question has attracted a great 
deal of attention, and is without doubt 
the best dentist’s ad that has ever ap- 
peared in this part of the State. I say 
this because I have been in a position 
to test the results. Dr. Boughnere, of 
Grand Kapids, who had the ad_ pub- 
lished, advertised in it that he would 
be in Harbor Springs shortly to occupy 
an office for the summer. A _ similar 
ad (with a different illustration from 
that published in the Lyre) was insert- 
ed in the other local papers, but brought 
no inquiries to the owner of the prop- 
erty where the doctor advertised to 
open his office. After the ad appeared 
in the Lyre, however, with the “hor- 
rible” illustration referred to, a great 
many inquiries were received boti by 
letter and in person as to when Dr. 
Boughnere would come. I believe, 
therefore, that the announcement has 
fulfilled the mission of a good ad. If 
the doctor now does his part and gives 
satisfaction to his customers I cannot 
see why he will not do a prosperous 
business. Yours truly, 
Joun C. Wricur, 
Publisher Lyre. 


~, 
FEELS 
Me., 
PRINTERS’ INK: 

I am in receipt of PRINTERS’ 
issue May 29, containing my 
ad on page 50, and will say that when 
the highest authority in the United 
States, if not in the world, thinks an 
ad good enough to reproduce in their 
paper it is enough to make any one 
feel good. I thank you very kindly 
for the compliment. 

fours very truly, L. A. 
<< 
DOES IT FAITHFULLY. 
New York, 
PRINTERS 

I was a farmer once, 
ads for our company, 
lot of other things. 
things” is reading 
I do faithfully. 


HE 
FARMINGTON, 


Editor cf 


GOOD. 


June 11, 1901. 
INK, 
fishing 


SMITH. 


Tune 7, 
INK: 
but now I 
besides 
One of 
PRINTERS’ 
Yours, 
» RR. Ropinson 
(With N. Y. Sporting Co., 
61 Nassau St., New 


I9OI. 
Editor of 
write 
doing a 
the “‘other 
Ink. This 


Goods 


York.) 
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Every One 
' Interesting 


In publishing the six special editions of 
Priyters’ Ink specified below, it is hoped 
that Printers’ INK will secure some new 
subscribers, therefore each one of them will 
be made interesting. 

The classes of advertisers to be reached 
are the biggest spenders of money for adver- 
tising purposes in America. 

Note the list : 


AUGUST 4.—General Advertiser's as listed 
by the Publishers’ Commercial Union. 

SEPTEMBER 4.—Patent [ledicine /\ anu- 
facturers. 

OCTOBER 9.—Druggists, Wholesale and 
Retail. 

NOVEMBER 6.—Cigar Manufacturers. 

DECEPIBER 4.—Seed and Nurserymen. 

JANUARY 8.— Distillers. 


Each of these editions will reach a desirable class of 
advertisers, and a good paper can well afford to adver- 
tise specially strong in these editions. In fact, it ought 
to be profitable to do so. 

The cost of a page advertisement without position is 
$100, half pages, quarter pages pro rata. ‘I'wenty-five 
per cent extra for specified positions, if granted. 

If you engage your space in these editions NOW, 
insertion of advertisement will be sure. 

If interested, address 


PRINTERS’ INK, 


10 Spruce St., New York. 
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THROUGH THE MAILS, 





IN TWO YEARS. 

Under the title, “In Less Than 
Two Years,” Mr. Charles F. Jen- 
kins has written for the Farm 
Journal, of Philadelphia, the fol- 
lowing enticing tale of mvil order 


success, which, in the booklet, is 

embellished in pictures in red: 
Less than two years ago, out in the 

little town of Caro, Michigan, an in- 


ventor was struggling with a great idea. 
This idea was an adjustable steel horse 


collar. It possessed for many purposes 
advantages over the common leather 
collar, and did away entirely with the 


use of hames, the traces being attached 
directly to the collar. 

John Howell, the inventor, tried in 
vain, at first, to get some one interest- 
ed—some one to supply the sinews of 
war. His frequent applications to the 
banker of the town for enough assist- 
ance to get engravings made so that he 
could have circulars printed, met with 
as many refusals. His friends failed 
him i: his necessity. 

The nearest factory fitted to make 
collars was located at Saginaw, 
thirty miles from Caro. In or- 
husband his scanty means, 
walked to Saginaw and 
At last Mr. Eugene O. Spaulding, 
retired dry goods merchant of Caro, 
became interested in the invention, put 
up sufficient money to secure the pat 
ents and to start the enterprise in a 
small way. Thus the firm of Howell & 
Speulding was formed. 

Their first effort was to dispose of the 
right to sell collars in each State to an 
agent who would agree to order one 
hundred dollars’ worth a month. Gen 
eral agents for five States were secured 
with difficulty. sut after considerable 
effort to introduce the collar in this 
way without success, the State agents 
one bv one abandoned the field, and the 
“T told you so” friends of the firm 
were sure “there was nothing in ig 

At this time Franklin Johnston, 
an advertising agent, of Pontiac, Mich- 
igan. happened along. He _ perceived 
that here was a great mail order prono 
sition, and that the system of selling 
adonted by the firm was wrong. 

After considerahle persuasion, he in- 
duced Mr. Snaulding to advance $21, 
and a one-inch advertisement was plac- 
ed in the May, 1899, number of the 
Farm Journal, of Philadelphia. Before 
it was time for the issue in which the 
card anneared to be fully distributed. 
the nublishers were calling for conv 
for Tune. Mr. Johnston again visited 
Mr. Spaulding and urged him to go in 
another month. Mr Snanlding de 
murred. He comnloined that no re 
turns had come in. that the money wos 
wasted, and that he did ot wish to 
send good money after bad. He yield 


der to 
Howell 








and the same card was 
again. Four weeks passed 
and Mr. Johnston once more appeared, 
and after much effort and a solemn 
agreement not to ask for another dollar 
for advertising if this did not bring 
results, Mr. Spaulding put up another 
check for $21, making in all for the 
three months $59.50. 

Before this last number of the Farm 
Journal was fully distributed, inquiries 
commenced coming in, and when a hun- 
dred accumulated a typewritten circu- 
lar letter was prepared, which asked 
for an advance payment of $15 for 
three sets of collars. In the time it 
took for the mail to go and come from 
Minnesota the first order was received, 
accompanied by a check, and out of the 
batch of a hundred circulars enough 
orders were returned to produce an air 
of bustle and activity in the limited 
plant of the firm. 

The collars once used 
hood made other sales. 
time a mine superintendent in Penn- 
sylvania, who reads the Farm Journal 
“just for fun.’ saw the advertisement, 
was impressed with the value of the 
collar for mine work. and after using 
sample collars, sent for 2.100, amount- 
ing to over $6.000. This threw the 
firm entirely off its feet. temno- 
and bv the time thev had succeeded in 


ed, however, 
ordered in 


in a neighbor- 
Just about this 


making this big shinment the accumu- 
lated orders from other sources kept 
them more than busy. It was neces- 
sary to mail nostals to those awaiting 
woods explaining the inability of the 
firm to keep up with the demand, and 
anolo~izing for the delay. The second 


largest order came from a California 
reader of the p2ner, amounting to 
$1,000. Orders -d inauiries have been 
received from all over the country— 
North. East, South and West 

\ few months ago the business ws 

rmed into a stock companv. and Mr 
Towell withdrew, being naid $14.070 


in cash for his interest in the firm. Un- 
filled orders for over $2,000 of collars 
were turned over to the new companv 

For the first vear the advertising of 


the firm was confined entirely to the 
Farm Journal, hut later it was extend- 
ed. Tt is donbtful if the totel adver 
tising expenditure has reached $1,000. 


Has any other mail order business of a 
similar magnitude ever heen built wo in 
so short a time on such a limited ap- 
Propriation for publicity? 
soe 
FRANCE. 

fhe French newspapers excel all 
others in color work. The artists have 
that indescribable touch which gives to 
the product of their brushes and pen 
cils an entrancing charm. The illus- 
trated prints present every type of ar- 
tistic creation—a od, bad and indiffer- 
ent. The humor is sometimes coarse, 
hut the point is always well made. 


Newspaperdom. 


IN 
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POINTERS. 
By Geral Dean. 

Advertisers doing a mail order 
business will find the forthcoming 
Year Book of the Department oft 
Agriculture interesting, as it gives 
a report of the progress of the 
“Free Delivery of Rural Mails.” 
An edition of 470,000 copies is re- 
served for Congress, so an appli- 
cation to either a senator or rep- 
resentative will likely bring a copy, 
with his compliments, free of 
charge. The rural free delivery 
system is now operated over near- 
ly 5,000 country routes, and it is 
estimated that the number will be 
doubled by the end of the next 
fiscal year, July 1, 1902, so satis- 
factory has the experiment been. 
Some mail order men claim their 
business has been greatly im- 
proved in regions where these fa- 
cilities are offered, and it is pre- 
dicted that it will be the boon to 
America that the parcel post has 
been to England. 

* * * 

Which American medicine con- 
cern will be the first in the field 
with an almanac for the Philip- 
pines Already the American 
Bible Society is planning to issue 
editions of the Scriptures in the 
various Filipino dialects. _Nowa- 
days the Bible follows the repeat- 
ing rifle, just as trade follows the 
flag, and the energetic advertisers 
should be ready for business, as 
soon as the smoke of the battles 
clears away. 

* « * 

What a bonanza some enterpris- 
ing cigar manufacturer would 
have if he would negotiate with 
the railways and obtain permission 
to place in the waiting rooms nick- 
el-in-the-slot cigar sellers. They 
would be the best possible adver- 
tisements for any standard brand 
and at the same time often a great 
convenience to the smoker. 

* * * 

Circuses are the popular exhi 
bitions of the day and draw larger 
crowds daily and nightly than any 
other performance offered the 
people. . It is surprising some 
wide-awake advertiser has not 


thought of contracting with some 
of the big shows to display an ad 
on the big paper-covered hoops 
held aloft at the ring-side for the 
equestrians to jump through. 

* * * 

A serviceable and _ seasonable 
souvenir for a bicycle concern to 
distribute as an ad would be a tab- 
let made of some of these new 
concentrated foods compressed 
with their advertisement on either 
side. These congealed and con- 
centrated lunches can be carried 
about in the vest pocket and con- 
verted into a meal by soaking in a 
little water. 

a «“ * 


A good little ad for a mineral 
water bottler to use would be to 
utilize the reverse side of the pay 
checks used in cafes. These gen- 
erally read on the obverse side, 
“Pay the cashier so many cents,” 
and are placed on the tables bot- 
tom side up; an ad staring a diner 
in the face reading ‘Moxie Is Re- 
freshing’” ought to help sell that 
beverage. 

HOW 

Wher 


> 
CHANGES HAVE CHANGED. 
paid space was used almost 
only by swindlers, the honest merchant 
who advertised rather lost caste; 1t was 
almost equivalent to announcing that he 
too had turned robber. Sut since pub- 
licity has been put upon a basis of bus- 


iness and hard figures, the wide use of 
space is equal to a good commercial 
rating with Dun or Bradstreet--supe 


rior to one with people who never have 
occasion to consult these agencies. 


—\—~oo 





THe Furniture Trade Review says 
that if the object of advertising is to 
attract the attention of people without 
caring a continental what they call you, 
Adam Schulz’s Son in Brooklyn has 
certainly hit the mark in the accom- 
panying cut. 








PRINTERS’ 
ART IN ADVERTISING. 
Discussing the ambition of the Mu- 
nicipal Art Society to see New York 


get the best possible effects from the 


money that it is compelled to expend 
on street signs, lamp _Posts and other 
outdoor utilities, the Evening Post ex 
tends its comments to include street 
advertising also, noting that it is al- 
ready the subject of restrictive legis- 
lation in many American cities, and 
adding : 


It is probable that examples of good 
advertising will do more to bring about 


reform than hostile ordinances. No 
merchant strings costly and _ hideous 
signs across his building because he 
likes to spend money for ugly signs, 
but because he thinks that it is good 
business. Show him that the business 
sign may be a beautiful architectural 
featurc, show him that it is bad busi- 
ness to make a good or a tolerable 
building look flimsy by shingling it 
with detached signs, show him that the 
smaller and neater sign is absolutely 


less expensive and more effective, and 
you have made an unconscious convert 
to the cause of municipal art. Gain a 
few such merchants, and you have re- 
deemed, artistically, a quarter of the 
city. Dreams! Counsels of perfection! 
some one will say. Skeptical reader, 
they have actually done it in Brussels. 
A voluntary society took up the ques- 
tion of merchants’ signs, the merchants 
entered enthusiastically into the move- 
ment, and to-day the city is a model in 
this respect. The Belgians are no clev- 
erer, certainly no more artistic, than 
ourselves; they have been in this mat- 


ter simply more sensible than we have 
learned to be.” 
The force of these suggestions lies 


chiefly in their opening declaration. If 
you tell a business man that he shall 
not use certain kinds of signs—that 


the law will not permit it--the chances 
are more than even that he will forth- 
with begin a systematic study of how 
to evade the law. Good examples will 
lead him almost unconsciously. The 
members of the Municipal Art Society 
are not dreamers; they are altogether 
practical persons, happening also to pos- 
sess artistic taste and a large measure 
of public spirit. And they are ambi 
tious to enroll in their organization all 
the hard-headed, common-sense busi 
ness men that they can get.—New York 
Commercial. 


-_-. - 


PHOTOS. 


Often the maker of an article used 
by man, woman or child can profitably 
show photographs of the article in use, 
but he is treading on dangerous ground, 
for he may reap more harm than good. 
If you show what appears to be a 
countess in a three-dollar wrapper, you 
may be able to induce 3,000 other wom 
en to attempt to look like countesses 
by wearing three-dollar wrappers. If, 
on the other hand, you put a simpering 
caricature in a fifty-dollar gown, you 
may prejudice other women against the 
garment, which in itself may be most 
attractive. The “plain dutv” is to get 
good photographs.—J. A, Richards. 
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ARRANGED BY STATES. 
ALABAMA. 


4 ~ EAGLE, semi-monthly 4 
rates. A. R. DAVISON, rub., Kempsville, Ala. 


PRACTICAL WEATHER. Published once a 
month. Publishes Dunne’s famous Forecasts 
of the Weather, the most accurate and reliable 
long range forecasts ever appearing in print, 
based on terrestrial meteorological data, and on 
as sound scientific principles as those of our 
National Weather Bureau’s, It also publishes 
interesting articles on the philosophy of the 
weather 
PRACTICAL WEATHER circulates in every State. 
also Canada and Mexico and our new possessions. 
lt also goes to India, Australia, and nearly all the 
countries in Europe. It has some of the best in 
telligence of the world among its subscribers, 
- resenting almost every profession, trade and 
ling. It is truly cosmopolitan and an Al 
odvertiing medium for this and foreign coun 
tries. Rates for advertising furnished on — 
cation. Address PRACTICAL WEATHER PUB 
L ISHING CO., Montgomery, Ala. 


ILLINOIS 


~DVERTISING pays when judiciously 
é There. are no better buyers than 
pest mediums is 








D9 Fes send for 









laced. 
llinois 
THE 





fig JOURNAL OF THE SCIENCE OF OSTEO- 

PATHY. DR. J. M. LITTLEJOHN, President 
Am. College of Osteopathic Medicine and Sur- 
gery, editor. 1 Warren Ave., Chicago, !1l. 


KENTUCKY. 


Sle Princeton (Ky.) CHRONICLE circulates 1,800 
pies weekly in the tobacco belt 








MAINE. 


' —(. HE Rockland ( Me.) Da1Ly STAR isa local daily 

It prints the local news while it is news. 
Advertisers get the best and quickest results 
from the daily paper. 


MASSACHUSETTS. 


Sine - Lowell, Mass., 











TELEGRAM is the only 
Sunday paper published in Middlesex Coun- 
ty. It is delivered direct to the homes in Lowell 
and all the surrounding towns on a day when 
people have time to read. It has more readers 
than any three other Lowell papers combined. It 
carries more home advertising than any two 
other local papers because it pays advertisers 
best. Write for sample copy ; it will speak for it 
self. New York office, 150 Nassau St. (S. 8. Vree- 
land, repre sentative) Boston office, 12 Globe 
Bldg. (John P. / , representative). Home 
Office, 38 Merrimack St., Lowell, Mass, 


MICHIGAN. 


4 ee ECHO, 
Michigan. 





Harrisville, covers Northeastern 





MISSISSIPPI. 


T South is booming as never before in its 
ory. Why not ride in on the crest of 
the waves? You can’t enter Mississippi terri 
tory successfully (tbe most prosperous section) 
without an ad in THE HERALD, Water Valley 
Miss. All home print, largest circulation ou 
stands first in the confidence of the people. 


NORTH CAROLINA. 


\ THAT are the best advertising propositions 

in North Corolina! I claim they are the 
Charlotte News and Times-DEMocRAT. Can that 
claim be substantiated! | am Marin to try. 
W.C. POWD, Publisher, Charlotte, N.C 


WISCONSIN. 
LODGE ‘cou NTY FARMER, Beaver Dam, w is. 
Stock raising and farming. Cire’n 1900, 1 








I 








44 
CANADA. 


AN ADIAN ADVERTISING 1s best done b Tae 
E. DESBARATS ADVERTISING AGENCY 
Seatvent. 


‘CLASS PAPERS. 
BAKERS. 


BA KE kS every mo.read BAKERS’ RE- 
View. If you have anything to sell that 
use, the proposition is self-evident. P. ses 
page $16 perissue. Park Row Bldg. 


ADVERTISING. 


Ji INTERS’ INK is a magazine devoted to the 

general subject of advertising. Its standing 

and influence is recognized throughout the en- 

tire country. Its unsolicited judgment upon ad- 

vertising matters is of value tointelligent adver- 

tisers as being that of a recognized authority.— 
Chicago (IU.) News. 

PRINTERS’ INK is devoted exclusively to adver- 
tising—and aims to teach good advertising 
methods—how to prepare good copy and the 
value of different mediums, by conducting wide 
open discussions on any topic interesting to ad- 
vertisers. Every subject is treated from the ad 
vertiser’s standpoint. Subscription price #5 a 
year. Advertising rates. classified 25 cents aline 
— time, display 50 cents a line. 4-page $25, 4- 
pag 50, whole page $100 each time. Address 

HIN ERS’ INK, 10 Spruce St., New York. 











2,506 


the 
half 








‘Displayed Advertisements. 


50 cents a line; $100 a page; 25 per cent 
extra for specified position—if granted. 
Must be F anded in one week in advance. 


r ee PROGRESSIVE FEATURES and Super rb 
Appe sarance of 

“THE FARM, FIELD AND STOC KMAN” | 
make it a favorite in the homes of prospe rous | 
farmers and sagem n of the Northwest. Adver- 
tisers who tr once, become regular patrons. 
15 cents a line. “40 De: arborn Street, Chicago. 


“WHAT HAPPENED TO 
WICCLESWORTH,” 


book of humorous sketches, to be publishe d 
June 10 by Dickerman & Son, Boston, is by W. O. 
Fuller, editor of Rockland (Me.) Courier-Gazette. 
Ww Vill be on sale everywhere, read by eve rybody. 


WANTED : 


A man to take charge of 
the advertising for a trust 
company in a city of 400,000 
population. Address, with 
samples of work, 


“« TRUST,” care of PRINTERS’ INK. 
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PRINTERS’ INK. 


Advertise in GT. BRITAIN through 


Pcie vss 


Ww rite them. - Brid ide Street, Lc )NDON, 


The Frost : (Minn.) Record 


isa country week)ly that is Feld in = esteem by 
its readers, who are a thrifty and prosperous 
class of people. It is a good advertising medium 
to reach the country poputation who are settled 
in this part of the United States noted for its 
famous wheat fields. 





THE CHURCH PRESS ASSOCIATION 


List or THIRTY 


Church 


Magazines 


are edited by brainy 
pastors for live 
Churches of differ- 
ent denominations 
everywhere. Filled 
with pure, interest- 
ing reading matter 
for the home. Ex- 
cellent, economical 
publishing plan for 
Churches, and a 
good advertising 
medium. 
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‘ Send cents § 
f For ONE YEAR’s 
SUBSCRIPTION TO 


#| The CHURCH 
i PRESS 






ASSOCIATION | 
200 S. TENTH ST., 
PHILADELPHIA. 


















| Ep enperengy, 


# $2,000,000 


will be spent in public 
improvements in Troy this 
summer. ‘The thousands 
of men who will be em- 
ployed on this work read 
the official paper of the 
city administration. This 
paper is 


THE SUNDAY NEWS, 


Troy, N. Y. 
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SEND FOR A 


THE ADUISOR 


SAMPLE COPY OF 


the great monthly magazine devoted to the interests of 


advertisers. 


PHILLIPS & 


ADVERTISERS ALL 
1133 BROADWAY, 





Ad, 


OVER THE WORLD, 


NEW YORK. 
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The AMERICAN AMATEUR 
PHOTOGRAPHER 


Twelve Years of Growing Popularity. 
Monthly 20 cents. $2.00 per year. 
Best Photographic Magazine Published. 
Edited by Dr. John Nicol and F. C. Beach. 

Offers to send 
free to mew sub- 
scribers, for a 
limited time 
only, a 5x6 foot, 
high - grade 
painted back- 
ground. These 
backgrounds are 
sold_ regularly 
from $1.50 to $2, 
and are suitable 





or amateur. 


Send $2 bill, express or 
P.-O. money order and receive back- 
ground at once and magazine for one 
year. Other valuable premiums to 
select from. 

Our advertising rates are much lower in pro- 
portion to our paid-up circulation than those of 
any other photographic journal published in this 
country. Subscription list open to inspection. 
AMERICAN PHOTOGRAPHIC PUB. CO. 

361 Broadway, New York. 
*- a — 
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The Northwest Is A Great Country. 


The Northwest 


MAGAZINE COVERS IT. 


Here is our territory : 

Iowa, Wisconsin, Minnesota, the 
Dakotas, Montana, Idaho, Washington, 
Columbia, 


Oregon, 3ritish 


Manitoba, Ontario and Oklahoma. 

In this territory The Northwest 
Magazine has 31,000 paid sub- 
scribers. 


Wyoming, 


Communicate with any reliable agency 
for rates, or write 


THE NORTHWwest | 


ILLUSTRATES “ONTHLY| 
MAGAZINE 


—_ 





ST. PAUL, MINN. 


CANADIAN GENERAL OFFICES, 
McIntire Block, Winnipeg, Manitoba. 


CricaGo, 638 Fine Arts Building. 
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The Evening Journal 
Jersey City, N. J. 


Had in 1900 an average circulation of 15,106, since considerably 


increased, among the best purchasing public in Jersey City. 


Local 


and N. Y. City advertisers attest the valueof the Journal as an ad- 
vertising medium by a large and liberal use of its advertising 


columns. 


“‘The Evening Journal is the best paper in the city.’”’—Statement of Fersey City 
Advertisers. 





The Patriot 


HARRISBURG, PA., 


is a paper that goes into the homes. 
acquire a large circulation through street sales. 
Thousands of its subscribers do not take any 


other newspapers. 


Do you realize 


It does not 


their pur- 


chasing power? Do you want their patronage? 
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The Evansville Morning Journal has been 
consolidated with the Evening News. The 
evening edition is now published as the Evansville b 
Journal-News and the Sunday morning edition as b 
the Sunday Journal-News,. Circulation 


11,000. The best advertising medivs in South- 
ern Indiana. 


EVANSVILLE JOURNAL-NEWS COMPANY, 
EVANSVILLE, INDIANA. 




















Base Ball, Trap Shooting 

e> General Sports 

For 18 Years the AcKnowledged Authority 
vertising Rate, t5cents aline 


Sporting Lite Publishing Co. Philadeiphia, Pa. 


























Ad Sense 3! 


business methods. | | 








| It is a model of typography, is edited by 
| practical men and worth many times its cost to 
|| any business man, young or old, It costs but 
| 1oc. per copy. $1.00 for a year. 
| 





PREMIUMS | "FG. co. chi- 


cago, make the best 
fountain pens and 

typewriter ribbons in the world. The ribbons are strictly 
| non-filling and long - The fountain pens are jointless 
and without anequal. For $1.25 we will give AD SENSE 
for one year sad two Ruyter Typewriter Ribbons, any 
color for any machine, or a Ruyter Fountain Ink Stand, 
which is a perfect stand and keeps the ink from evaporat- 
ing. For eee Ruyter Jointless Fountain Pen (Ladies 
size, $2.00). For $3.25, a Pelouze National 4 lb. Scale, 
which tells at a glance the exact cost of postage in cents on 
all mail matter, and also gives weight by half ounces. It 
saves both time and stamps. Made by Pelouze Scale 
Mfg. Co., Chicago. Warranted accurate. All premiums 
| sent postpaid. If you are not satisfied, we will return your 


THE RUYTER 

















motiey and give you AD SENSE free for the year. 
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Youngstown, Ohio, Vindicator 


DAILY: 


10,000 


UNDAY: 


s 
10,000 





WEEKLY: 


9,600 


LEADING DAILY IN NORTHEASTERN OHIO, 


For Rates Address 


LaCOSTE and MAXWELL, 38 Park Row, N. Y. 


Tel., 3293 Cortland. 


SPECIAL NEWSPAPER REPRESENTATIVES. 

















Three Magazines that Illustrate Theatrical and 


Musical 


Celebrities. 


WE SELL DUPLICATE PLATES ALSO. 





L 


all 











Th 25¢. a copy. 
& $2.50 year. 
2 
Dramatic 
Magazine 
ls 


Issued Monthly. 


128 pages. 
Enamel paper. 
Finest illustra- 

tions. 

It reaches the 
audience as well 
as the manager. 

Send 16 cents for 

a sample copy. 


NONE FREE. 








soc. a copy. 
e $2.00a year. 


Dramatic 
Quarterly 


Issued Quarterly. 
sz — 

320 pages of 
best illustra- 
tions from the 
DRAMATIC 
MAGAZINE. 
Finest of all 
quarterlies. 
Send 36 cents for 
a sample copy. 


NONE FREE. 








25c. a copy 


Stage: 00 a year 
& Foyer 
Chat 


Issued Quarterly. 
320 pages. 
Printed on 
fine paper. 

Fully 
illustrated. 

A handsome 

publication. 

Send 18 cents for 
a sample copy. 


NONE FREE. 





I 








Correspondents and Representatives Wanted. 


DRAMATIC PRESS ASSOCIATION, 


Steinway Hall, Chicago, U. S. A. 














Mention this publication when writing. 
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PRINTED ON THE FARM 


THE AGRICULTURAL EPITOMIST 


Has always given its. readers experience at frst hand. To carry out this plan 
still more ex ly, plain, plete and detailed statements of practical 
experiments made on this 


650-ACRE EXPERIMENT FARM 


are being recorded from month to month in the 


AGRICULTURAL EPITOMIST 


“THE ONLY AGRICULTURAL PAPER 
EDITED AND PRINTED OWN THE FARM.’ 

The EPITOMIST not only gives the results of experiments made under 
natural conditions of cultivation and fertilization, but it also tells how work 
is conducted for actual profit in the various departments of its 650-acre farm 
known as the 





Experiments at this Station are now and will continue to be made under 
the direction of experts, cons stituting an able corps of practical and scientific 
farmers of ung » Whose efforts in the past have resulted in 


BETTER FARMING, BREEDING AND FEEDING. 
Advertisers wishing to reach the prosperous, progressive, up-to-date 
and ae class of farmers, can do so through the columns 
of the AGRICULTURAL EPITOMIST. A contract will be accepted for the term 
of one year at our present rate of $1.00 per agate line per insertion, with the 


privilege of discontinuing at any time without extra charge. Circulation 
guaranteed to exceed 200,000 copies each issue. 


E. CHUBB FULLER, 


President and General Manager 


EPITOMIST PUBLISHING COMPANY, 
Epitomist Experiment Station, SPENCER, IND. 


PRINTED ON THE FARM 
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The 
Most 
Direct 
Route 


For the general advertiser to reach the prosperous 
buying residents of the fertile Missouri Valley and 
the great Middle West, the region that supplies the 
world with cattle, corn and wheat, is via the Clover 
Leaf trio: 


THE KANSAS CITY (M0.) WORLD 


The only one-cent paper in a center of population num- 
bering more than half a million. Sworn Daily Average 
Circulation, April, 1901, ; : , ° ° 3 { 8 { 66 


THE OMAHA (NEB.) DAILY NEWS 


Has a larger local circulation than either of its contem 


poraries (morning and evening combined). Sworn Daily 
Average Circulation, April, 1901, : ° ° . 20,933 


THE ST. PAUL (MINN.) DAILY NEWS 


The only one-cent paper in St. Paul. Sworn Daily 
Average Circulation, April, 1901, ° ° . 23,510 








These are one-cent evening newspapers and reflect the hustling, busy 
spirit of the West. They are owned aod controlled by W. F. Kellogg, 
L. V. Ashbaugn and B. D. Butler 


No medium, or no combination of other mediums, 
in this territory will bring as good results from the 
masses as these three papers. Advertisers who use 
them say they pay. No advertisements of an ob 
jectionable nature accepted. 


FoREIGN ADVERTISING DegpPT., B. D. BUTLER, Manager, 
52 Tribune Building, New York 795-7 Boyce Building, Chicago. 
JAS. F. ANTISDEL, Eastern Representative. 
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Twenty-one 


$21,386.05 


Increase in 1901. hundred and 


thousand three 








eighty-six dol- 
lars and five cents is the total amount of the 
increase in foreign advertising earnings in the 
Scripps-McRae League papers, the Cincinnati 
Post, Cleveland Press, St. Louis Chronicle and 
Covington, Ky., Post, for the first five months 
of Igol. 

By earnings is meant the amount derived 
from the advertising actually run in the papers, 


not business closed and yet to be run. 


This is remarkable when you stop to con- 
sider the raft of objectionable medical adver- 
tising the Scripps- McRae papers have refused 
to accept during the past year. 

It shows the confidence legitimate adver- 
tisers have in the Scripps- McRae League. 

Information regarding the papers fur- 
nished for the asking by F. J. Carlisle, Man- 
ager Foreign Advertising, 53 Tribune Build- 
ing, New York, and 116 Hartford Building, 


Chicago. 
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: Pittsbur ch 
Is becoming more and more an educa- 
tional center, owing to the influence of : 

: * 


the Carnegie Institute. 
Advertising of 


Schools and Colleges 


in the 


Pittsburgh 
Chronicle 
Telegraph 


is always productive, because of the 
intelligence of the people among whom 
this live evening paper circulates. 

No one disputes the Chronicle Tele- 
graph’'s claims to this particular class 
of business. That is another way of 
Saying that it is generally recognized 
as the most effective evening medium. 


S.C. BecKwith Special Agency 


Sole Agents Foreign Advertising 


43, 44, 45, 47,48 and 49 Tribune Bldg. 
NEW YORK 


469 The Rookery, CHICAGO 


FSSSFSSSSSSTSSSS 
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CANADA 


Is the best customer 


United States possesses and 


“Ta Presse’”’ 


Is the greatest advertising medium 


of this most fertile territory 


Sworn Daily Circulation: 


68,84. 


Which is 12,018 more than the Mont- 
real “‘Star.”’ Also 13,000 more than 
the combined circulation of the eight 
other French dailies published in 
Canada. 


Books open for inspection. 
Write for rates. 


““LA PRESSE,’’ 
Montreal. 
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A City in a Garden 


seeeeeneues sueeenaaeneenes 











The city teeming with an active, prosperous 
population of two million souls; the garden 
covering an expanse of millions of acres of 
the most fertile land on earth, yielding to its 
energetic tillers the means to furnish themselves 
and families the necessities and luxuries of life. 
The City—Chicago; the Garden—the great 
Northwest, especially Illinois, Iowa, Wisconsin, 
Northern Indiana and Southern Michigan. 


THE 


Chicago Chronicle 





circulates largely in this magnificent territory 
containing hundreds of thousands of thought- 
ful, intelligent people who are opposed to the 
Republican party. This great newspaper is 
their principal source of information. The ad- 
vertiser who desires to talk to this large con- 
stituency can do no wiser thing than to use 
“The Chronicle.” 





H. W. SEYMOUR, Publisher, 


164-166 Washington Street. 
New York Office, 79-80 Tribune Building. 
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Out-of-the-way “ print-shops ”’ are always interesting The accompanying illustration 
shows a newspaper office located far from others in the United States. The Dawson Daily 
and Weekly News was established at Dawson, Yukon Territory, July 31, 1899, by Captain R. 
Roediger and William McIntyre, of Tacoma, for sixteen years proprietors of the Tacoma 
Evening News. The daily is a well-gotten-up and neatly printed six-column eight-page paper 
while the weekly consists of sixteen pages.—Chicago /nland Printer. 

Your inks, keeping company with the torch-bearers of civilization, are 
gradually getting nearer to the North Pole. Last year, of which one of these 
orders is a duplicate, going to Dawson for a daily newspaper published 
farthest north of any on this continent. In 1900, for the Cape Nome Daily 
News, they take a still further stride of 2,000 miles in the same direction. 
Who knows but what in the twentieth century they will be used for printing 
newspapers and placards around the Pole itself. —£. Roediger, Tacoma, Wash. 


My territory covers almost the entire globe, but I have yet 
to hear from Manila and Porto Rico. ‘This is a remarkable 
record for an ink man who never hired a salesman and who 
never filled an order without getting the cash in advance. 

When the goods are not found as represented I cheerfully 
refund the money and pay all transportation charges. Send for 
my price list. Address 


PRINTERS INK JONSON, 
17 Spruce Street, New York. 


PRINTERS’ INK. 
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Street Car Advertising. 




















“ Does street car advertising pay?” An advertiser asked 
himself the question. He believed that it did, but he wanted 
some sort of proof to prove that his idea was correct. He 
asked a lady acquaintance, a woman of mature years and mother 
of a family, if advertisements in general interested her, intend- 
ing, indirectly, to lead up to street car advertisements. 

“ Indeed they do !” she responded, at once interested in the 
subject. “ They interest every woman. My opinion is that 
every woman reads every advertisement she sees. Of course 
you understand there are many advertisements in which she 
could have no possible interest, such as stone crushers and 
machinery. But,” and here she smiled, “1 believe every street 
car advertisement is read by the woman folk.” 

“ Do you read them ?” he asked, surprised that she should 
so quickly anticipate his question. 

“Why, certainlv I generally read all of them,” she re- 
plied. 

‘And why ?” he asked. 

“Well, in the first place, to vary the monotony of a weary 
ride, their bright appearance always attracts and I find relief 
by letting my eyes wander along the row of cards over the 
window. Secondly and most important of all, because they 
advertise something wanted or that can be used, and ‘can be 
used’ to most women means ‘must have,’” she laughingly 
concluded. 

“And can you recall any instance,” he asked, “where you 
bought or asked for a certain article, simply because you saw 
it advertised in the street cars?” 


” 


“To be sure,” she replied. “ ‘Take my rubber shoes, for 
instance. I was riding down town one rainy day and not having 
a good pair of overshoes, decided to get a new pair. I had 
never seen an advertisement of rubber shoes and when | saw one 
in the car in which I was riding [ concluded that the firm ad 
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vertising them must have an exceptionally good article or the 
advertisement would not be there. I bought a pair and was 
much pleased with them. And I also remember,” she added 
reflectively, “I had the cook try some Cook’s Flaked Rice 
because the sign attracted my attention and convinced me that 
it must be something good, and we have had the rice for break- 
fast very often since then.” 

_Evidently here were two instances where street car adver- 
tisements had made a customer ; but he carried his investiga- 
tion a little further and asked : 

“Were these the only instances?” 

“ Indeed, no !” she exclaimed, “I could tell you of any num- 
ber of similar experiences, not only of my own, but of my 
friends. Now that I think of it I may say that I was led to 
buy a bottle of Omega Oil by seeing the advertisement in the 
cars.” 

‘“‘Are you sure it was in the cars; was it not somewhere else 
—a newspaper or billboard?” he asked, adding suggestively, 
“You know they advertise in most every medium.” 

“T know they do,” she answered quickly, “but I remember 
distinctly that the first time I saw their advertisement it was in 
the street car and it was through seeing that advertisement that 
I bought the medicine.” 

The man was silent and she continued: “I hardly know 
how to describe the effect of the car advertisement on a person, 
but it is unlike any other kind. You know when you are in the 
car it is right there before you all the time. It seems as though 
you Cannot avoid seeing it, I mean them, for when you have 
read one your eye unconsciously drifts down the line and reads 
allthe rest. And usually you repeat the process the whole time 
you are inthe car. It really affords the only diversion there is 
in a monotonous street car ride. This, it seems to me, is where 
the street car card has the advantage of other advertising. The 
constant repetition makes one involuntarily repeat the words 
over and over, and in this way they become firmly established in 
one’s memory. Naturally this should make good advertising. | 
fail to see how it could be otherwise. If I were asked to explain 
the effect of street car advertising on the average person, | 
would say that it was ‘agreeably insidious,’ ’”’ she concluded. 

“Why, you are quite an enthusiast,” the man exclaimed. 

“T don’t know that I am, 
man in business and advertised to any extent I should certainly 


she replied, “but if I were a 


” 


use the street cars. 
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“Well, how about the department store advertisements in 
the newspapers, don’t you read them?” he asked with a smile. 

“Yes, when I amin need of something in their line,” she an- 
swered. ‘But,’ she added quickly, “if I were to see a 
mention in their advertisement of talcum powder at a bargain 
price I would first ask if it was the kind I saw advertised in the 
street cars, I mean Mennen’s.” 

After this talk the man evidently concluded that she was 
right and that his first question: “ Does street car advertising 
pay?” had been effectively answered in the affirmative, for he is 
now a liberal advertiser in the street cars. 

Of all forms of advertising the palm should be given to the 
street car advertisement. 

The reason is not far to seek. Such an advertisement finds 
the observer in exactly the right mood to take its message into 
his reasoning faculties. He does not want to persistently stare 
at his vs-a-zvis, on the opposite side ; he does not want to dis- 
locate his neck by looking out of the window; the cards on the 
opposite side just fill his need for temporary entertainment. If 
what they say is well said, and attractively printed, he reads 
them and has time to ponder them. One exactly meets his 
present necessity, and the street car takes him to the merchant's 
door; another gives him food for thought (and he has time to 
think—nothing else to do), and he discusses the matter with his 
wife on his arrival home. Another and another observer takes 
his place every few minutes, and to each the advertisement states 
its convincing argument to the receptive mind. Each person who 
reads it is a possible buyer, for he has the wherewith to buy— 
else he could not afford to ride in a street car. From every 
point of view the street car is theoretically nearly perfect as a 
medium of publicity. Everybody rides in it, everybody reads 
the advertising cards as a pleasant break in the monotony of 
staring at his neighbors, and it lodges its message in the 
observer’s mind at the receptive moment, and direct results are 
only a matter of a short time. 

Considered from any standpoint, the street car is undoubtedly 
a valuable and profitable advertising medium. Considered from 
a woman’s standpoint it is especially so. Trades people 
generally regard woman as the buyer and spender, and adjust 
their advertising pleas accordingly. Win the good will of a 
woman and her husband’s money comes to you when she pur- 
chases. There is no better way than by using the street cars. 

Minneapolis and St. Paul constitute the greatest metropolis 
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west of Chicago, with a combined population of about four 
hundred thousand. In 1900 their combined bank clearings 
amounted to $827,055,030, and their schooi attendance was 
86,746. In 1900 their manufactured products were worth 
$266,0c0,000, and their jobbing aggregated $460,000,000 
Minneapolis produced 15,082,725 barrels of flour, handled 
83,312,370 bushels of wheat and 28,394,740 bushels of other 
grains, and cut 501,522,000 feet of lumber, ranking as the first 
city in the United States as a milling and lumber center and 
primary grain market. St. Paul’s importance lies in its live 
stock, jobbing and manufacturing interests, the value of live 
stock handled during 1900 aggregating nearly $13,000,000. 
This is a bit of statistical exploitation of the hustle and enter- 
prise of these twin cities of the West, and a realization of their 
advantages from the advertiser’s standpoint must quickly 
follow. 

All the street car lines in Minneapolis and St. Paul are con- 
trolled by one company, and the service in every way is as 
good as can be found in the United States. The cars are large 
and easy-riding, and the service on all lines frequent and fast. 
For five cents you can ride between any two places in the same 
city. You can ride from any place in either city to any place 
in the other city for ten cents. In the two cities there are no 
less than 260 miles of track. In 1900 Over 55,000,000 passen- 
gers were carried. Many thousand persons use these cars daily. 
This is an especially good field for the street car advertiser, and 
the service is an excellent one. George Kissam & Co. control 
the exclusive street car advertising privileges for both cities. 

In addition to Minneapolis and St. Paul, George Kissam & 
Co. control the exclusive street car advertising privileges in 
Brooklyn (““L”’ and Surface), Buffalo (the Pan-American Ex- 
position city), Albany, Troy, Schenectady, Utica, Rochester, 
Amsterdam, Newburg, Jamestown, Gloversville, Herkimer, 
Mohawk and Ilion, N. Y.; Newark, Trenton, Elizabeth, New 
Brunswick, N.J.; Erie, Pa. ; Chicago (North and West Sides), 
Aurora, Elgin and Springfield, Ill. ; Cincinmati, Columbus “and 
Hamilton, O.; Stillwater and Duluth, Minn.: Mulwaukee, 
Madison and West Superior, Wis. ; Denver, Col. 

Intending advertisers and others interested would do well to 
consult with George Kissam & Co., 253 Broadway, New York, 
or through any of their branches. They are the oldest, largest 
and most responsible firm in the country handling street car ad- 
vertising exclusively, and do the greatest business of the kind. 
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: READY-MADE ADVERTISEMENTS. — ; 
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z Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 3 

; cards or circulars.and any other suggestions for bettering this department. 3 

z ooeees 





It is often desirable to suggest 
the different uses of the article you 
are advertising—to suggest new 
uses for it if you can. Probably 
there are a great many people who 
regard the folding screen as a 
piece of ornamental furniture, 
without any particular usefulness 
except in emergencies, and some- 
thing easily dispensed with. When 
it is shown, as in the ad below, 
that such a screen has a practical 
everyday use as well as a decora- 
tive value, it seems more like a 
necessity and will find buyers who 
otherwise would never have con- 
sidered such a purchase. 





To Secure 
Ventilation 


with protection from 
draughts at night raise the 
window and place a screen 
between the window and 
bed. Ferguson’s three-fold 
screens, oak, mahogany or 
white, $1. eac 








Porgies and Brook 
Trout at Henebry 
Stand 


Are the new things at this 
market this week. 

At this market, the fish 
market of Danbury. 

Porgies, 3 lbs. for 





Our introductory price for 
the first of the season. | 

Halibut, cod, shad, eels, | 
weak and blue fish, fresh 


mackerel. 


Collar talk that will make converts. 


This is our great negligee 
shirt collar. You all know 
from past seasons’ expert 
ence that there is a difter 
ence in the fit of collars 
One that is perfectly com 
fortable on a_ stiff bosom 
shirt often acts the opposite 





on a_negligee. rhe Eu 
nola”’ is pre-eminently ‘“‘the’’ 
negligee shirt collar. rif 
teen cents each, two for a 


quarter, at Woodruff’s. 





Right on Time, 





The New 

Straw Mattings 
About three hundred pat- 

terns of these cool, practical 


summer floor coverings are 
now on show The substan- 


tial, serviceable sorts from 
China mingle with the novel 
and decorative sorts from 
Japan. 

Qualities seem better this 


year, and colors are clearer 
and brighter. Our China 
mattings are mostly hand- 
palmed, which brings the 
straw closer together, making 


them firmer, smoother and 
better. The Japanese are 
prettier than ever before, 


and include an extensive line 
of beautiful goods in one- 
tone effects, inserted and in- 
laid. China mattings, in 
rolls of 40 yards, from $6 to 
$18. Japanese mattings, in 
rolls of 40 yards, from $9 
to $30. 





Another Timely One. 


You'll Want 
Awnings 


When the hot sun glares 
fiercely in June on that ex- 
posed doorway, or window, 
of yours, you will wish you 
had plaved your awning or- 
lier. 

not find out how 
cheaply we can make them 
for you now, and have them 
ready when needed? We 
will gladly give you estimates 
and guarantee you the best 
of work. 

No matter where you want 
an awning, at doorway, win- 
dow or veranda, we can 
make you the correct thing 
at the proper price. Further 
information at our  uphol- 
stery department. 





For an Electrician. 


and have a protection 
sign in your window. The 
only satisfactory way of 
leaving your house for the 


summer 


Wire Your House 




















Busy Prices 


My time is so completely 
filled with work that I am 
able to divide what I con- 
sider a fair compensation 
into little profits amoung 
many patients, charging 
each less than ordinary den- 
tists find possible. And tiis 
same feature of fair little 
charges is one of the best 
of reasons why my time is 
so well filled with work. 
Three Thinks About Paint; Especially 
Applicable to Other Lines. 


| 
r T° ° | 

| Your Wife Thinks 
that the house needs 
a coat of paint. You think 
so too, but you think you 
can't afford it. We _ think 
we can ease your mind cn 








that score. Come in any- 
way, and price our stock of 
paints, oils, varnishes, 


brushes, etc., and you'll dis- 
cover at least that when it 
comes to economical buying | 
we can save you money on | 
paints. 








It’s a Good Idea to Emphasize Quality 
in Bargain Ads Whenever You Can. 





20-cent Jam, 13¢, | 


[wo for 25c | 
In short, it’s a genuine 
bargain in jam. 
It’s not only a bargain in 
price. 
It’s a bargain in the qual- 
ity of the edible. 
t’s a special lot we ob- | 
tained at a low figure. | 
Could sell it at regular | 
price and make more. 
Don’t want to—want to | 
give you the benefit. 
| Better come quick, for it 
won't last long. 


Print This One Right After a Heavy 
‘ain-storm. 


After the Leak | 


Did your roof leak? 

It’s uncomfortable moving 
the pans around to catch 
the water. It’s unpleasant 
for you prowling around 
trying to find the hole where 
it came in. It’s out of your 
province—it’s not your busi- 





ness. You are trespassing 
on our grounds. 
: Finding and stopping 


leaks is our business, and tn 
mending leaky roofs and 
leaky pipes we don’t make 
a hole in your purse. 

Try us. 














' 


Carries the Impression of a Compre- 


| 
| 
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__ This Is Tempting. * 


Popular Wade 
Hams 


The Wade Hams are sim- 
ply delicious—they tempt 
the weakest appetite at 
preakfast. They make the 
ordinary ham taste like army 
rations. 

Why is this so? That’s 
a natural question for any 
one to ask. We'll tell you: 
In the first place the Wade 
Ham is cut from little, well 
fed, well bred pigs. That's 
where their smallness and 
tenderness come in. 

Then they are cured in 
granulated sugar—thty are 
cured slowly in just the pro- 
per temperature. 

Now they are ready for 
the little smoke-house which 
you can see in the corner of 
the store. The clean hick- 
ory wood is piled in the fire- 
place, the match is struck 
and the smoking process be- 
gins. 

Hickory wood, you know, 
gives to them a_ delicious 
flavor that the ordinary ham 
does not possess. You’ll 
quickly recognize their good- 
ness if you give them one 
trial; 14c a pound, 25c a 
pound in slices. 


hensive Stock. 





Showing of 
Shirt Waists 


We invite you to come 
and see a superb collection 
of White Lawn Shirt 
Waists. We are proud of it; 
you will be amazed at its 
scope. It represents all that 
is prettiest and newest in 
these coolest of summer gar- 
ments. Hardly seems posst- 
ble to think up a hundred 
and forty-six distinct styles 
in a single kind of garment. 

Sut that’s what we've 


done. And now we await 
your approval. You'll find 
choosing made very easy for 
you. The shirt waists are™ 





grouped ir sizes; sizes 32 
36 at one long table, sizes 
38 to 44 at another. 
Description of the various 
kinds is, of course, hope- 
less. here are endless 
styles of plaiting, hemstitch 
ing and trimming of lace, 
insertion and _ embroidery. 
alone or in combination; 
from the very plainest to the 


most elaborate 8sc to $r4. 











Excellent Point for a Druggist to Make. 
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A Sensible 








It’s Sweet Iron 


The kind that does not at- 


tack the teeth or upset the 
stomach—that makes  Kin- 
ner’s Beef, Iron and Wine 
of so much value as a blood 
enricher. It makes thin, 
watery blood richer, brings 


strength and creates a good 
healthy appetite. — 
Fifty cents a pint bottle. 











It is common sense to 
wear a Derby becoming to 
one’s individuality rather 


than to follow the fashion of 
the moment, regardless of 
looks. 

Here you have all the ac- 
the trying-on. 
few of our own 
e snjd siayj0 


ready for 


Billiards and Pool. 


ae 
Cueing ! 


When you 
little cueing, 
corner parlor. 
the best pool 
tables in the 
popular prices 

Ten tables, 
a good table. 
the young men 


want to do a 
drop into the 
We've got 
and _ billiard 
city, and only 
are charged. 
and every one 
Here’s where 
congregate. 


For a Painter and Dec 


Here’s a Pointer 


It’s a nuisance to have 
work going on in your house 
while you are there. Better 
have it done while youre 
away from tne smell of 
paint and the bother of it 
all. Another thing, you 
will appreciate your home 
more if you see it new and 
fresh in the fall. It always 
looks better and seems 
ter to you when you 
not seen the work as it is 
being: done. 


Ad for a Hatter. 


jo dosanee paadao 


orator. 











Safe Deposit. 


Your Vacation 


will be a_ period of 
anxiety if your valuables are 
left unprotected at home. 
Send us your silverware, 
jewelry, valuable _ papers, 
furs, paintings, etc., for pro- 
tection and storage. Write 
for our prices. Safes $5 to 
$500 a year. 








The 





Kind That Make the 
“That's So.” 





The Clothes Do 
Help to Make 
The Man 


To wear shabby garments 


puts one in the way of 
thinking and acting shab- 
bily, to express pleasure and 
health in one’s clothes make 





for those qualities in feeling. 
The consciousness of locking 
well has a great deal to do 
with making you feel well. 
The average man will do 
better work if he is well 
dressed, and to wear a neat 
but inexpensive suit selected 
from our big stock will 
make you feel like a top. 
Try and see if it’s not so. 
If you’re in doubt ask a 
friend who patronizes_ us. 
His evidence will satisfy 
you. 

The money-saving and the 
variety for selection are spe- 
cial advantages at 


Intended to Dez relop a Ti Thirst. 





quarter. 


Some Good 
California Wine 


85 cents a gallon, jug 
and all. 





We've got a wine at 85 
that we cheerfully and will- 
ingly put the Lathrop label 
on. 

We don’t believe you'll 
find a wine anywhere in 
Connecticut at that price 
that will compare favorably 


with this. : 
It’s good drinking wine-— 
it’s pleasant to taste and it’s 


get a rich flavor that most 
low priced wines have not. 

No middle man gets a 
chance to “‘doctor’”’ this wine 
because we buy it direct 
from the California vine- 
yards. 


We have this good wine in 


Port, Sherry, Catawba, An- 
gelica and Muscatel—a full 
quart bottle costs but a 


Enough Said. 











Screen Doors 


This is the time to put on 
your screen doors—before 
the flies get into the house. 
We've screen doors—ail siz- 
es—in stained walnut fur- 
nished complete with hinges, 


knob and latch for $1. In 
varnished, natural color fin- 
ish, $1.25. 
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Reader Say 














WICHITA EAGLE 


Is Not Installing a 


... NEW... 


As an advertisement, but because it 
is forced to do so on account of its 





CIRCULATION AND 
INCREASED VOLUME 
OF BUSINESS 


eet 


R. P. MURDOCK, Business Manager 


Tribune Building, New York City 
The Rookery, & & Chicago 











QUAD PRESS" 
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s.C. BECKWITH SPECIAL AGENCY | 
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RIPANS 


yon? fast to cure indigestion. As 
UD the body gets weaker its functions 
| also weaken. Stomachs are at least as 

individual as their owners and if the di- 
gestive power is weakened, it does not 
easily improve by itself. No one, not 
even a physician, can dictate an iron-cast 
rule for thecure of a weak and suffering 
stomach. But no one should fail to 
heed the early warnings. Ripans Tab- 
ules are acknowledged to be a remedy 
that cures sufferings which result from 
weak stomachs, impaired digestion, hab- 
itual and stubborn constipation. Ripans 
Tabules never do any harm and judg- 
ing from the multitude of voluntary 
testimonials received by the makers, 
Ripans Tabules have done wonders 
where every other remedy failed to 
improve. Ripans Tabules are not a 
patent medicine. They are a perfected 
form of a true household remedy for | 
men, women and children. One gives | 
relief. 























There is scarcely any condition of ill-health that is not benefited by 
the occasional use of a R*I’P*A‘N’S Tabule, and the price, ten for five 
cents, does not bar them from aa home or justify any one in enduring 
ills that are easily cured. A fam.ly bottl- containing 150 tabulesis sold 
for60cents For children the chocolate coated sort, 72 for 25 cents, are 
recommended. For vale by aruggists. 
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A GAIN OF OVER 256 COLUMNS IN 
ADVERTISING OVER THE CORRE- 
SPONDING MONTH LAST YEAR. 


That is the unequaled record of 


The Philadelphia 


INQUIRER 


And the grand total of columns printed in 
THE INQUIRER during the month is more than 
five hundred columns in excess of any other 
Philadelphia newspaper ! 

These are figures to make the advertiser 
pause and consider, for there is a strong reason 
for this. THE INQUIRER brings more and better 
results for advertisements than any other news- 
paper in Philadelphia! 

Look through the following comparative 
statement of the number of columns of adver- 
tising in the Philadelphia newspapers for the 
months of May, 1goo and rgor. 


1901, 1900. 
INQUIRER, . . 2265 cols. 2009 cols. 256 cols. INC. 
Record, . .. . 1762 cols. 1651 cols, 111 cols. Inc 
Press,. ... . 1546 cols. 1468 cols. 78 cols. Inc. 
Ledger, . . . . 1830 cols. 1219 cols. 111 cols. Inc. 
North American, 1030 cols. 933 cols. 97 cols. Inc. 
Times, .... 724 cols. 809 cols. 85 cols. Dec. 


These figures are all computed at the uni- 
form measurement of fourteen lines to the inch 
and three hundred lines to the column. 

Only three newspapers in the entire United 
States carry more advertising than the Philadel- 
phia INquiRER. They are the N. Y. Herald, 
the N. Y. World and the Brooklyn Zag/e. 

Advertisements in THE INQUIRER always 
bring positive results. The volume of adver- 
tisements printed proves this. 


THE PHILADELPHIA INQUIRER 
‘ 1109 Market St., Phila., Pa. 


NEW YORK OFFICE, CHICAGO OFFICE, 
Nos, 86-87 Tribune Building. 508 Stock Exchange Building 



















































